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Rough Proofs Taft, Chevalier 


JOBS FOR FARM YOUTH 


/ 


Three Horsemen’ Feature 


- D il R . F P _ if] , . 
wot tesa? te: Challenge Critics leischmann Yeast Drive 
at Churchill Downs on Derby Day 2 
at 12 p. m. Dy st have had : 
sais ‘- Bi. yn dienyl rt win of Advertising Royal Desserts 9 . i+ 


py 2 dark horse. 
ee. 9 


After hearing Senator Taft speak 
on advertising at the Buffalo con- 
yention, a lot of people were im- 
pressed with his chances for the 
presidency. Then they learned that 
his middle name is Alonzo. 


Senator, Publisher 
Launch Convention of 
Affiliation 

(Other stories dealing with the Ad- 


vertising Affiliation convention be- 
gin on Page 22.) 


THESE ARE THE MOST ENCOURAGING 
WORDS IN THE ENGLISH LANGUAGE 


Socony Denies 
Plan to Cancel 
Station Leases 


Radio for Newspapers 
and Magazines 


New York, May 9. — Nostalgic 
memories of Rudolph Valentino’s 
heyday and the four horsemen who 
thundered across the nation’s 
screens will be rekindled for movie 
fans next week when Standard 


= By MURRAY E. CRAIN Indicates Stations Are Brands uncovers a new advertising 
; ‘. appeal in behalf of Fleischmann’s 
a. ciieaneed contemporary re-| Galles, &. Y., May &—~ The Being Used as Merchan-, yeast. 


fers to Brown & Bigelow, the ad- 


gauntlet was flung down to critics 


dising Laboratories 


Keynote of the campaign, which 


vertising specialty house, as an ad- Of advertising at the opening lunch- will get under way in the May 18 a 
vertising agency. This is going to eon of the 37th annual convention il ' me issue of The Saturday Evening 
be a big surprise to the boys up in of the Advertising Affiliation here ~ " New York, May 9. “Report ts that 
St. Paul. Friday, when Senator Robert A. s Socony-Vacuum Oil Company is) y. wise THREE HORSEMEN sine rou 0own? _ 
a Taft. of Ohio, and Col. Willard T. a iona arm pursuing a policy similar to that | ; 
Chevalier, publisher of Business attributed to Sun Oil Company in wf 
Agencies’ offices are cluttered up week, New York. challenged the " taking back management of service | *h ns | \ 
so much these days with premiums anti-advertising philosophy which Youth Foundation stations formerly leased to private | ae e oot 
and other gadgets they are trying has found such wide acceptance in operators, were denied here today | aid y } \ Y 
out for their radio shows that their and out of government circles. by officials of the company } 


main difference from B&B is 
only 15 per cent. 


now 


Senator Taft, aspirant for the Re- 
publican nomination for President, 


ls Established 


Socony-Vacuum spokesmen told 
ADVERTISING AGE that the company 


oa invited the present administration oP spe rnee sy to be os aged 
to apply the Federal Trade Com- ith regard to operation of its re- 
One thing that new study of ad-|mission rule to its own publicity, Ferguson-Sherman Plans tail outlets, despite the fact the| 
vertising managers and their jobs while Col. Chevalier asserted that Education of 20,000 American Ga. chain in Brooklyn | 
ought to do is dispose of the das- rising distribution costs are an in- Y + and the Sobol Brothers stations | . 
tardly canard that they change their evitable concomitant of a buyer’s oungsters throughout the metropolitan New we *4 
jobs more frequently than any market, which is the normal situa- York area have come under So- 
other group except barbers. tion in a land of plenty. Where the Chicago, May 9.—With  the|cony-Vacuum management during ih 
consumer has a choice, energetic |avowed object of improying the|recent months, : x 
"IT «2 advertising and sales methods{are health cf agriculture, it, chosen| It was pointed out that frequently 


It’s been shown that the average 


essential; where he has none, dis- 


field, Ferguson-Sherman Mfg. Cor- 


major oil distributors take under 


tribution may be conducted at low poration, Dearborn, Mich., today|their own wing stations that have 
conventioneer parts with $62.44 on oot. : announced establishment of the|not proved profitable for private| Post, will be the “Three Horsemen” 
his trip, but it’s hard to believe he National Farm Youth Foundation, | lessees. In many instances such sta-|of modern life who “can trample 
spends only 6.29 per cent for liquid President Is Quoted which will enroll 20,000 young|tions are used as practical experi-| out the fun of living and the power 
refreshment. Senator Taft, paying his first visit Americans living or working on|mental laboratories and as training| to get things done.” The insi@idus 
*, © F in the current campaign to this farms for a course in farm engi-|quarters for salesmen and station|trio carries the names “sluggish 
A Starch survey of consumer ac- traditional Republican stronghold, neering and operation. attendants. digestion,” “incomplete — elimina- 


’ 


ceptance of “endorsements” shows 
that the Good Housekeeping seal 
ranks at the top. The only dis- 
senting votes came from the Dis- 
trict of Columbia. 


a a 


spoke on “Advertising—Spark Plug 
of Recovery,” with a facility as 
warming as the sentiments he 
voiced. He recalled this endorse- 
ment of advertising given by Presi- 
dent Coolidge at the tenth annual 
meeting of the American Associa- 


E. C. Sherman, president of the 
company, announced the new proj- 
ect to 125 publishers, editors and 
representatives of farm papers at a 
luncheon at the Palmer House 
today. Detailed information was 
given by R. M. Kyes, director of 


The feeling was also expressed in 
oil circles here today that the state- 
ment of J. Howard Pew, Sun Oil 
president, regarding that company’s 
lattitude toward service station op- 
leration, had been 
| As reported in the March 4 issue of 


misinterpreted. | 


In full- 
long list of maga- 
zines and in comic sections of 33 
newspapers the horsemen will be 
portrayed as armed with weapons 
and dashing across the ether to a 
photographic finish while trembling 


tion,” and “jumpy nerves.” 
page copy in a 


tion of Advertising Agencies in the Foundation. The National Farm | ADVERTISING AGE, Mr. Pew indicated hordes of people beneath them flee 
A yacht carrying a lot of high- 1926: Youth Foundation has been estab-/| that taxation threats affecting mul-|in panic. The appeal will also be 
powered advertising brains success- “Advertising creates and changes lished, Mr. Kyes said, with the|tiple gas station operation had not| promoted on Fleischmann yeast 


fully 
Cape 


bucked a three-day gale off 
Hatteras. Just another 
triumph of mind over matter. 


the foundation of all popular action, 
public sentiment, or public opinion. 


active cooperation of Henry Ford | materialized, and that Sun Oil is | radio programs over NBC networks. 


and Edsel Ford of Ford Motor 


therefore re-entering the retail pic- 


J. Walter Thompson is the agency 


It is the most potent influence in Company, which provides the trac-|ture with model stations to be used | Royal Gelatin Switches 
adapting and changing the habits tors used with the Ferguson sys-/for sales training and consumer) 
y,yvy and modes of life, affecting what tem. News of the new opportunity | analysis. Another innovation “in Standard 
Coat rooms and other conveni- We eat, what we wear, and the work Will be spread with full-page ad-| This pronouncement, oil men| Brands promotion will be the —. 
ences for the reps, as provided by @nd play of the whole nation. vertisements in farm papers during | hold, did not necessarily mean that|Pearance of Royal gelatins and 


hospitable agencies, are all right, It informs its readers of the exist- the next two months. | Sun Oil would step back into the Royal puddings in pag aed _ 
but the boys would still prefer to ence and nature of commodities by Of the 20,000 farm boys between | retail picture on a substantially in- ees pe oe > ey ee 4 
furnish their own space explaining the advantages to be 18 and 25 years of age who will) creased scale. The same point, they | Sence of several years ¢ uring which 
derived from their use and creates take the correspondence course, | insist, applies to Socony-Vacuum | me the products were heavy radio 
ve 9 for them a wider demand It prepared by La Salle Extension operation of its own stations. users. The new drive, the first di- 
makes new thoughts, new desires University, Chicago, 58 honor stu- It is understood that Sun Oil is| rected by Sherman K. Ellis & Co., 
enty Mule Team borax has and new actions. By changing the dents will find positions with the! now operating about 80 of its own Tecently appointed to the account, 

ve. movie named after it, which ‘attitude of mind it changes the ma- Sponsoring company and its dis- | stations, while Socony-Vacuum out- Will feature Hollywood stars. 
o way of qualifying for inclu- teria) condition of the people.” (Continued on Page 37) lets in this city total more than 150. Beginning with the May 19 issues 


a list of the leading national 


tisers Senator Taft said that while there of The American Weekly, This 


has been a good deal of fraudulent " | Week and the First Three Markets 
Last Minute News Flashes 


advertising, this is not as dangerous | Group, color copy will appear with 
as government control of advertis- | testimonials from Alice Faye, Jane 
Overall Manufacturers Plan $300,000 Campaign 
New York, May 10. 


* F ¥ 


Parlin says advertising men 
Orphan Annie ideas just as 
ised to fall for Orphan Annie 
Let’s see, wasn’t the Jordan 


ing which has been so much in evi- | Withers, Sally Eilers and Baby x ‘Pls 
yelp etsy * aap: Peat Dumpling. The magazine schedule ace 
that most merchandise is sold over | 


Manufacturers of overalls and accessories have | also includes full pages in Good 


the pet of the advertising the counter, with the buyer getting | appointed C. K. Everett, Cotton-Textile Institute, chairman of a commit- | pte renga Re end Home Jour- 
cates? an opportunity to examine it be-| tee to work out details of a proposed $300,000 advertising campaign, fol- | "4°, sife an aCUGaH Ss. 
> > 7 lowing a test in the Middle West by Associated Denim Producers. While A straight juvenile appeal will 
(Continued on Page 37) saa i , ' ; . , 
. =F the sectional effort was handled by Donahue & Coe, no agency has been | be employed in half-page color copy i 
. inte . exDs > ‘ive | scheduled for the comic sections of 
New York World’s Fair appointed for the expanded drive 


63 Richard 


Dix will be the featured personal- 


DIRECTORY OF FEATURES Sunday newspapers. 


| again last Saturday, in the 
of terrific silence in the news- 


Biow Agency for $200,000 Trucking Campaign 


Neer Ad-libbing 12 j}ity and the copy will enumerate ¥ 
; and periodicals all over the | Basic Business Index 6 Washington, D. C., May 10.—American Trucking Association today seven different premium deals for 
the country | Earnings 14 | announced appointment of Biow Company, New York, as the agency for young aviation enthusiasts and E 
Editorials 12. its $200,000 advertising campaign from among 28 who made presenta- stamp collectors. A 
on \acue feet = tions. Biow will make a survey to determine objectives and media An elaborate array of point-of- 
tzen has just <¢ »rsuaded | . , e ° yurchase sales aids has been pre- oa 
ncilers of Gaucies aceon oman ag Dl for Advertisers 12 Walter Stocklin Joins John Orr Young ete for dealers 2. 
. agazine Linage 28 ss : rs 
ange the popular vocabulary | Obituaries 35 New York, May 10.—Walter Stocklin, formerly with J. Walter Royal desserts were promoted on 4 
pretty girl” to “Petty girl.” | Photographic Review 39 Thompson Company, Chicago, and Benton & Bowles, New York, has| the air intermittently from 1932 to 
Rough Proofs 1 | been named art director of John Orr Young advertising agency in New last March. The most popular pro- 
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during that period was the Rudy 
Vallee show which ran _ from 
October, 1936, to September, 1939. 
Second in length of run was the 
“Vox Pop” program which extended 
from July, 1935, to June, 1938. Fol- 
lowing Vallee’s withdrawal last 
year, “Those We Love” was spon- 
sored from October to the end of 
March. 


St. Louis Women’s Ad 
Club Makes Awards 


Jane Wilkinson Blackmer was 
awarded a scholarship for a year’s 
night school course in advertising 
at Washington University, St. Louis, 
and Ruth Marie Muensterman was 
awarded a one-semester scholarship 
at the close of the fifth annual 
“Careers in Advertising” course at 
Washington university, sponsored 
by the Women’s Advertising Club 
at St. Louis. 

A $50 prize, offered by W. C. 
D’Arcy, president, D’Arcy Advertis- 
ing Company, for the best review 
of the textbook used in the course, 
“Careers in Advertising,” was won 
by Frank I. O’Leary, salesman for 
the L. C. Smith-Corona Company. 


Perfex to McJunkin 


Perfex Corporation, Milwaukee, 
maker of automatic heat controls, 
has appointed McJunkin Advertis- 
ing Company, Chicago, to handle its 
advertising. 


to Pick Up Where 
‘Allen Leaves Off 


New York, May 9.—Eddie Cantor 
will be the Ipana-Sal Hepatica 
radio star for Bristol-Myers Com- 
pany next fall, it was indicated here 
today. Although the actual contract 
has not yet been signed, this is ex- 
pected shortly. Young & Rubicam 
directs the program. 


If present plans materialize, Can- | 


tor’s program will run for a half- 
hour and will be followed by “Mr. 
District Attorney” for Vitalis. The 
current Ipana-Sal Hepatica show, 
starring Fred Allen, is a full-hour 
program but this will wind up July 
3. At that time, Abbott & Costello 
will appear on a half-hour program 
for the same products over the sum- 
mer. The latter show is scheduled 
for 9 to 9:30 p. m., over 61 stations 
of the NBC Red network. “Mr. 
District Attorney” will continue 
during the summer from 8 to 8:30 
p. m., Thursday, over 51 NBC Red 
network stations. 

The Bristol-Myers fall plans thus 
indicate a reduction of radio time 
from an hour and a half to an hour 
weekly. Incidentally, by continuing 
Sal Hepatica as one of the products 


to be featured, Bristol-Myers enjoys 


the distinction of having the only 
laxative product promoted over 
NBC networks. In 1933, NBC estab- 
| lished a policy of refusing any new 
|laxative advertising but permitting 
|existing advertisers to carry on if 
| time was used uninterruptedly. Sal 
|Hepatica has met this requirement 
during the ensuing years. Although 
Post Bran, Phillips Milk of Mag- 
nesia, Haley’s M-O and other prod- 
ucts considered digestive aids are 
heard over NBC networks, these are 
not offered as laxatives. 


Univis to Keys 

Univis Lens Company, Dayton, 
maker of bifocal lenses, has ap- 
pointed Key Advertising Company, 
Cincinnati, to handle its account. 
Business papers, direct mail and 
point-of-sale material will be used. 


Kudner Named Again 

Florida Citrus Commission has 
awarded its advertising account to 
Arthur Kudner, Inc., for the third 
consecutive season, the contract 
running from Sept. 1, 1940, to Aug. 
31, 1941. 


Join Boston BBB Board 


Batten, Barton, Durstine & Os- 
| born, Inc., and Louis W. Munro, 
vice-president, Doremus & Co., have 
been elected directors of the Boston 
Better Business Bureau. 


SECOND OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE | Magazine, The Instructor, The Lion 


Manacer, Dernorr Orrice 

Four years, University of 
North Dakota 

Five years, newspaper re 
porter and editor 

Seven years, commercial man 
ager, WDAY, Fargo 

Free & Peters since August, 
1985 


In this 
corner — 


Francis W. Hatch, vice-president, 


CHARLES G. Burke! 


Having served seven years as commercial manager of an important 
regional radio station, no one knows better than “Chuck’’ Burke that 
management makes the radio station. 


Management determines the proportion of time devoted to audience 


building entertainment. 


Management says whether or not your pro 
gram is going to be in “good company” or bad. 


Management deter 


mines the character of the station, of the programming, hence of the 


audience. 
capable of delivering a good, clear 
Management sets the rates. 
assistance. 
nouncers. . 


Management can make or break the 


Management decides whether the equipment shall be 


signal over its proper territory. 


Management controls the merchandising 
Management even determines the voices of the an 
.. (and their “will to sell’). 


effectiveness of any radio effort. 


That's why Free & Peters have always held management to be the 


tirst consideration 


when soliciting stations for our own list, and 


when recommending stations for your list. 


Chuck Burke, chief of our Detroit 
station management. 


Office, knows these facts about 


So do all our other thirteen top-flight men. 


That's just one more reason we are better qualified to help you make 
a really sound selection of stations, here in this group of pioneer 


radio station representatives. 


EXCLUSIVE 
REPRESENTATIVES: 
WGR-WKBW........ BUFFALO 
WCKY ..............CINCINNATI 
ae DAVENPORT 
_. , BECEEECEEE Tee DES MOINES 
 . MECPEREEELE LET Ly FARGO 
WOWO-WGL ........ FT. WAYNE 
KMBC ..... . KANSAS CITY 
WAVE .... ... LOUISVILLE 
" WTCN ..MINNEAPOLIS-ST. PAUL 
f . — Rr ry PEORIA 
. Eee ST. LOUIS 
‘ rrerererrrrrry SYRACUSE 
-»- SOUTHEAST... 
\ .. LODE CHARLESTON 
. errr COLUMBIA 
4 eee ....+ RALEIGH 
GED Sabkcsdesecscscue ROANOKE 
--. SOUTHWEST... 
KGKO ......FT. WORTH-DALLAS 
KOMA ... OKLAHOMA CITY 
GWE. cescrscoccsasesucees TULSA 
-+»PACIFIC COAST... 
KECA . .LOS ANGELES 
KOIN-KALE .... PORTLAND 
KSFO-KROW SAN FRANCISCO 
KIRO ake ... SEATTLE 


FREE & PETERS. INC. 


Pioneer Radio Station Representatives 


Chkage: 180 N. Michigan 


Franklin 6873 Plaza 5-4151 


Wen York: 247 Park Ocewelt: New Center Bldg. 


San Fraacises: 111 Sutter 


Trinity 2-8444 Sutter 4353 


Les Angeles: 650 S. Grand Atlasta: 322 Palmer Bldg. 
Vandike 0569 Main 5667 


Railroads Open 
Campaign on 


Instalment Plan 


Idea Developed by Ex- 
Treasury Officer ls 
Adopted 


Chicago, May 8.—Following the 
| rather abrupt decision of the great 
majority of the country’s railroads 
to adopt the instalment plan of sell- 
ing transportation, Ruthrauff & 
Ryan, Inc., today 
was straining 
every nerve to 
make the earliest 
available issues 
of magazines 
with half - page 
announcement 
copy. June travel 
sections of met- 
ropolitan news- 
papers are an- 
other goal. 

Indications are 
that the _ initial 


Marshall R. Diggs 


announcement will appear in the 
,May 27 issue of Life, with similar 


copy following in Collier’s, Elks 
‘and The Saturday Evening Post, 
with other magazines probably 
being added to the list. 

Announcement of _— affirmative | 
action on the long pending instal- 
ment question was made today by 
the chairmen of six passenger asso- 
ciations, representing 66 railroads. 
However, this number was ex- 
panded by last-minute surrenders, 
only the Southern Pacific remaining 
obdurate. The Pullman Company, 
Chicago, also made a late decision 
to get behind the plan with vigorous 
promotion. Like many of the indi- 
vidual railroads, Pullman will both 
contribute to the general advertis- 
ing fund and exploit the instalment 
idea in its regular advertising. It 
will also distribute 1,000,000 posters 
featuring the innovation. 


How Plan Operates 


The new plan, which becomes 
effective May 20, permits the pros- 
pective traveler to make application 
for credit through the ticket office 
of the railroad whose lines he 
wishes to use, or through a travel 
agent. The application is passed 
on in 24 hours. The cost of the 
proposed trip must 
minimum of $50 to qualify for the 
credit plan. 

While the instalment method is 
expected to be used chiefly for 
vacations and other’ recreational 
trips and tours, the service will 
cover any form of railway travel. 
|Credit is not necessarily confined 
,to cost of transportation alone, 
being available for Pullman accom- 
modations, all-expense tours, which 
usually include hotels and meals, 
specified side trips and any service 
which is sold through the railroad 
ticket office. 

As an example of potential use of 
the plan, the railroads quote the 


|ductory copy. 


amount to a/| 


make the entire trip at once and 
at a great saving.” 

Announcement advertising of the 
instalment plan makes an effort to 
sidetrack impecunious citizens p 
explaining that the idea is aimed gt 
the substantial members of the 
community who have always pro. 
vided the bulk of the railroaqy 
patronage. 

These are some of the surface 
aspects of the new plan, \ ich, 
however, has almost countless + mj- 
fications. The man said to jaye 
created the machinery and to aye 
exercised the salesmanship jp. 
volved is Marshall R. Diggs, ting 
Comptroller of the United S:ates 
Treasury from April to Septe: ber, 
1938. Mr. Diggs apparently was 
deeply impressed with the far- ‘ung 
facilities boasted by the ban! <« of 
this country, as well as by ‘heir 
desire to expand their smal! joan 
business. 


To put this equipment to rk, 
Mr. Diggs formed the Travclers 
Credit Corporation in St. Joseph, 


Mo. Even before Mr. Diggs an: his 
new company had very much assur- 
ance that a considerable proportion 
of the railroads would enter the 
instalment plan, they made ar- 
rangements with one bank in every 
city of the country to discount the 
travelers’ paper. Branch offices 
were also established by the Travel- 
ers Credit Corporation to handle 
credit investigations. It is the TCC 
which will assume the onus for the 
bad news in case of rejections of 
credit applications, relieving the 
railroads and banks of the danger 
of creating ill-will. 
Banks May Advertise 

The Travelers Credit Corporation 

will make a 2 per cent charge for 


its services. The banks will charge 
the usual instalment terms, plus the 


TCC commission. The financial 
institutions, selected because of 
their interest in small personal 


loans, may also enter the advertis- 
ing picture if they see anything to 
gain by adding their persuasive 
powers to those of the railroads. 

The banks will use their own 
judgment as to the length of the 
period in which the loan must be 
repaid, but one said that 12 months 
will probably be the maximum, 
with 10 months’ regarded as 
sounder. 

The signatures of all participating 
railroads will appear in the intro- 
The TCC will be 
represented in this advertising only 
by its symbol. Mr. Diggs is believed 
in some quarters to have designs on 
freight business and to be ready to 
begin a new selling campaign as 
soon as the railroads have digested 
his latest morsel. 


Ad Club Names Wagstati 


Walter E. Wagstaff, commercial! 
manager of KDYL, Salt Lake City, 
has been elected president of the 
Salt Lake Advertising Club. 


Promotes Joe Clark 


Joe Clark, director of account, 
H. Lee Jones Advertising Agency 
Santa Fe, N. M., has been appointed 
general manager. 


— | 


hypothetical case of an Eastern or 
| Midwest couple who might plan a 
tour taking them as far as Seattle, 
but would be financially unable to 
make a long dreamed of Alaskan 
'cruise from that point. 


Reservations in Copy 


“Now, instead of abandoning that 
dream, or at least being put to the 
expense of retracing their steps to 
Seattle and thence to Alaska at 
some unknown date in the future,” 
said the railway spokesman, “they 
could use the travel credit plan and 


SALARIES 


of Advertising managers 


Details of a comprehensive 
study of personal statistics 
covering advertising man- 
agers appear on Pages 30 
and 31 of this issue. 


| 


Shit it the (Jul Gp, 


No. | Choice o 
Listeners and Ac 
vertisers in Syracuse 


Covers the import 
ant Tri-City Area of 
Troy, Schenectady 
and Albany. 


Largest CBS Stetior 
in Vermont and New 
Hampshire. 
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The literary fame of Louis Bromfield has long 
been established as the creator of such earthy, 
brilliant best-sellers as “The Green Bay Tree,” 
“Early Autumn” (a Pulitzer Pnze novel), “The 
Farm” and “The Rains Came.” Mr. Bromfield’s 
colorful descriptions of the life and atmosphere 
of the locales of his stories are considered mas- 
terpieces of literature. His new book, “Night in 
Bombay” promises to be even a more phenom- 
ena) seller than “The Rains Came.” 


Lovtis 


BROMFIELD 


says- 


¥ 


“The Little King speaks every man’s 
language --- yet never says a word” 


A 66% Increase in Sales ! 


George A. Hormel Company, one of Amer- 
ica’s great meat packers, was so impressed 
with the tremendous influence of Puck's 
beloved characters that a line of products 
was named after the famous Dinty Moore. 


For the first quarter of 1940, Dinty 
Moore's Beet Stew showed a 66% 
Sv mdneate ; increase compared with the same 
period of last year. The only printed 
advertising used to exploit this 
product was in The 
Comic Weekly. Horme! 
is discovering, like 
many leading advertis- 
ers, that Puck— 
The Comic Weekly 
is the “‘World’s 
Best Seller.” 


TWENTY MILLION READERS --:‘THE WORLD'S BEST SELLER 


Y co 


“JO legendary king in literature,” says Louis Bromfield, 
“is loved any more devotedly than Soglow’s Little 

King. In business-like silence—and with a complete dis— 

dain for his ermine robes —this democratic little fellow 

follows his impulses. He is a master of pantomime—a 

symbol of unsuppressed desires. We who love him shout, 

*Long live the Little King.’” 

. . . 

Firmly fixed in American folklore is that pudgy, pint-sized poten- 
tate, the Little King. As adventurous as Richard the Lion-Hearted, 
and as heediess of royal pomp, he reigns securely in the hearts of 
twenty million readers of Puck—The Comic Weekly, distributed 
through 15 great Sunday newspapers. 


FOUNDED 1876 


MIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York + Palmolive Building, Chicago 


Every Sunday—and for many days thereafter, the Little King 
holds court in the homes of more than 5,500,000 American fami- 
lies. Generously, he shares his throne with such well-known lit- 
erary masterpieces as Tillie the Toiler, Blondie, Pop-Eye, Flash 
Gordon, Barney Google, Toots and Casper, Skippy, the Katzen- 
jammer Kids, Jiggs and Maggie, and all the other real and vital 
personalities in the great all-star cast appearing regularly in Puck. 


Puck—The Comic Weekly is far more than a “comic section.” It 
is a balanced blend of humor, pathos, romance, drama, history 
and adventure —a collection of beloved characters from the gifted 
pens of top rank writers and artists—among the highest paid lit- 
erary talent in the world. 


How does Puck rate as an advertising medium? Ask the large 
advertising agency that surveyed a typical American town on 
behalf of a client—and found Puck advertisements read regularly 
by 70.2% of all adults 


The General Foods Corporation, Lever Brothers Company, the 
Wander Company, makers of Ovaltine, the Quaker Oats Com- 
pany, the R. J. Reynolds Tobacco Comparty . . . these big-time 
advertisers—five of America's largest—started in The Comic 
Weekly back in ‘31, ‘32 and '33. Again this year, they are running 
substantial campaigns in Puck —The Comic Weekly, the “World's 
Best Seller.” 


A representative will present all the basic information about the 
“World's Best Seller'’—in less than 30 minutes. Telephone CO- 
lumbus 5-2642, New York, or DELaware 6550, Chicago 
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ae 


May 13, 1949 


Toward Vote on 
Walter-Logan Bill 


Washington, May 8.—The Walter- 
Logan bill designed to provide more 
effective court review of acts of 
administrative agencies, received a 
boost this week when the Senate 
judiciary committee voted unani- 
mously that the bill should be con- 
sidered by the Senate at this session 
of Congress. This action was taken 
after Administration leaders, oppos- 


ing the measure, had made pleas | 


for delay until after completion of 
the study now being made by the 
Attorney General’s Committee on 
-\dministrative Procedure. 


What Bill Provides 


committee and passed by the House | relating to internal revenue, cus- 
the legislation would provide: That| toms, patents, trademarks and copy- 
all administrative rules proposed | rights. 

and notice of hearing on such rules} |The chance of Senate passage of 
shall be published in the Federal | the legislation still remains excel- 
Register; one year after approval of | /ent. Senator Carl Hatch of New 
this act any person substantially | Mexico is expected to lead the fight 
interested in any administrative | for enactment. Opposition is strong 
rule which has been in effect less|#Mong certain Senate leaders and 
than three years may petition for|9€ Member is understood to be 
review of the rules and the head | considering introduction of the anti- 
of the agency must conduct a hear- | lynching bill as an amendment to 
ing on the rules; the District of the Walter-Logan bill, having to 


Columbia Court of Appeals is given 
jurisdiction to hear petitions on any 
administrative rules within 30 days 
after issued and to determine 
whether they are constitutional; 
three employes are to be designated 
from the several agencies to be 


;members of an intra-agency board 


prolong deliberation endlessly. 


Kenneth Cloud Heads 
Irving-Cloud Co. 


| Kenneth Cloud, formerly vice- 
| president, has been elected presi- 
|dent of the Irving-Cloud Publishing 


to determine administrative contro- Company, Chicago, publisher of 
lversies; any final decision of any Jobber Topics and Super Service 
ae, SN , . Station, succeeding the late Her- 


Following this action the com-| 
mittee appointed Senators Hatch, 
Burke and Taft to act as a subcom- 


agency may be taken to the D. C. 
Court of Appeals for review and 
determination of agency order 


bert S. Irving. Mr. Cloud has 
bought all the company stock held 
by the Irving estate. 


mittee to 


ture. 


This group 


consider the differences | 
existing between the House and | 
Senate versions and to make recom-| when the 
mendations to the full committee on 
what should be done 
differences. 
quently agreed to practically all of | 
the House amendments and 
several changes of a technical na-| most notably the 


added 


Several 


/Commission, are exempted from the 
As agreed upon by the Senate provisions of the act, as are matters 


within 30 days after order is made; |_ 
costs may be assessed by the court | '!ng& 
agency 
affirmed and no substantial reason 
about these | for bringing the action is disclosed. 
subse- Exempted from Act 


administrative 


decision is 


agencies, 
Federal Trade 


president, 


Atlanta, 


manager, was 


Appoints Miss Patterson 


Miss Eugenia Patterson, formerly | 
with Freitag Advertising Agency, | 
has joined Liller, 
and Neal, Atlanta, as copywriter. 


Roy W. Brown, former advertis- 
elected 
and Miss P. Ketchum, 
former secretary, was elected sec- 
retary and treasurer. 


vice- 


Harris 


ANY MEMBER 
OF THE A.T.A. 


° 
thics_.. science of human duty, is often 


like the weather, according to Mark Twain, “Every- 
body talks about the weather, but nobody does any- 
thing about it.” We frequently hear ethics discussed 
in connection with business dealings, but unhappily, 
to many people, it is just an empty phrase. 


The Advertising Typographers of America is one 
organization that takes its code of ethics seriously 


SIMPLICITY GETS UNUSUAL ATTENTION 


—— 


ee 


Its simplicity makes this General Tire Company 24-sheet stand out like the ; 


verbial sore thumb. 


Balloons Tell | 


° 
Produced by Continental Lithograph Corporation through 
D'Arcy Advertising Company, General Tire agency. 
\“balloon” design but with varying 
copy and background colors. 
The same procedure will be fo) 
lowed in succeeding months. 
All dealers have been pro. ideg 


General Tire 
Story on Posters 


No Figures or Pictures 
in New Outdoor Cam- 


paign 


| Cleveland, May 9. 


— Using a 


_,| unique adaptation of the conversa- 


WILL GIVE YOU: 


and insists that the membership maintain its stand- 
ards at all times. What is the relation of ethics to 


Highest Quality typographers and their customers? Here’s the clos- 

d ing sentence to the code’s preamble: “We should, 
Intelligent Service therefore, firmly resolve to test every transaction by 
Expert Craftsmanship the standard of truth and justice.” You can have faith 


Complete Facilities 
Sound Business Ethics 


and confidence in any firm living up to that creed. 
What the course of right action shall be for mem- 


bers of the A.T. A. is set forth in fourteen sections. 


Good Taste No. 4 will suffice as a description of the sort of con- 
Uniform Practices cern you like to patronize. It reads: “Our endeavor 
| Greatest Choice should be to earn the reputation in our community of 
of Type Faces being honest, intelligent, first-class Craftsmen whom 
Tybe Servi people can trust with their work.” Pretty good 
| Ybe re for picture of a square-shooter, isn't it? Ai. 
all Advertising Purposes If you want your typesetting done /“ 

{ Lowest Practical Costs by people who keep their word and _ { 


© 


THE 


let you have your share of the breaks, f 
phone one of our member companies \ 


without delay. 


Advertising Iypographers Association 


OF AMERICA, INC. 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

BUFFALO, N.Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 

Advertising Typographers, Inc. 

Arkin Typographers, Inc. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 

Runkle-Thompson-Kovats, Inc. 


CINCINNATI, OHIO 
The J. W. Ford Co. 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc 


Executive Headquarters: 461 Eighth Avenue, New York City + 


MEMBERS 


DALLAS, TEXAS 
Jagegars-Chiles-Stovall, Inc. 


DAYTON, OHIO 

Dayton's Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 


DETROIT, MICH. 
The Thos. P. Henry Co 
C. Benj. Stapleton Co. 
George Willens & Company 
INDIANAPOLIS, IND. 
The Typographic 

Service Co., Inc. 
KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 

House of Hartman 

Samuel Katz — Typographer 
Rising-Hammond, Inc 
MONTREAL, CANADA 
Fred F. Esler, Led. 


NEW YORK, N. Y. 
Ad Service Co. 


Advertising Agencies 
Service Co., Inc. 


Advertising Composition, Inc. 


Artintype, Inc. 


Associated Typographers, Inc. 


Atlas Typographic Service, Inc 
Central Zone Press, Inc. 


Diamant Typographic 
Service 


A.T. Edwards Typography, Inc. 


Empire State Craftsmen, Inc 

Frost Brothers 

David Gildea & Co., Inc 

Graphic Arts Typographers, 
ne. 

Hanford Hardin, Inc. 

Huxley House 

King Typographic Service Corp 

Master Typographers, Inc. 

Morrell & McDermott, Inc. 

George Mullen, Inc. 

Chris F. Olsen, Inc. 

Frederick W . Schmid, Inc 


Superior Typography, Inc 
Supreme Ad Service, Inc 
Tri-Arts Press, Inc. 

Type Arrangement, Inc. 
Typographic Craftsmen, Inc 
Typographic Designers, Inc. 
Typographic Service Co. 
Kurt H. Volk, Inc. 


PHILADELPHIA, PA. 


John C. Meyer & Son 
Progressive Composition Co. 


PORTLAND, ORE. 
Paul O. Giesey, 

Advertising Typographer 
ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 


SAN FRANCISCO, CAL. 
Patterson & Hall 
Taylor & Taylor 


SEATTLE, WASH. 
Frank McCaffrey 


ALBERT ABRAHAMS, Executive Secretary 


tional “balloon” technique found so 
successful in both newspaper and 
| magazine advertising, General Tire 
and Rubber Company is launching 
the largest outdoor poster campaign 
in its history this month. 

The program, designed to cover 
the heavy spring-summer tire sell- 


| 


|ing season, will start officially May | 


/15, although in a few localities 
‘posters have already appeared. 
They will eventually cover every 
| state. 


to provide a series of boards on | 


|major roads entering a given deal- 
'er’s territory, and follows the suc- 
cess achieved last summer with a 
\limited campaign designed to test 
‘the effectiveness of highway post- 
| ing for advertising General tires 


The campaign has been planned 


with tie-in material for point-of- 
sale display, to take advantage of 
the impressions built up by the 
posters. This material inc!udes 
spot-gummed die-cut balloons fo; 
pasting on store windows, to give 
the windows an appearance sim ila) 
to that of the posters; 20 x 41 min- 
iatures of the posters for display 
inside the store, and larger minia- 
tures for display on the dealers’ 
service trucks. 

Half-pages in Liberty will carry 
the poster designs to provide addi- 
tional tie-in circulation. 

Together with an extensive ad- 
vertising campaign under way j;; 
magazines and newspapers, the 
posting program gives General Tir 
| the biggest advertising campaign it 
jhas ever staged. 

The D’Arcy Advertising Company 
‘handles the account. 


Richer to Address CJAC 


E. R. Richer, newly-elected presi- 
|dent, Chicago Federated Advertis- 
ing Club, and advertising manager 
Hart Schaffner & Marx, will speak 
|at a luncheon meeting of the Chi- 
cago Junior Advertising Club May 
17 at Riccardo’s Restaurant, 437 N 
| Rush street. 


'to take advantage of the increased Best Foods Begins Drive 


\traffic caused by the two World's | 


Fairs. Posters were used in Cali- 
fornia, Ohio, New Jersey, Connec- 
| ticut, Pennsylvania, and New York 
}on main highways leading to the 
fairs. They caused enthusiastic 
comment by the public and by 
dealers in these areas. 


} 


Balloons Used Exclusively 


| The 1940 campaign will mark 
what is believed to be the first use 
of purely “balloon” copy on posters. 
|Short copy, written in a light, con- 
versational style, and complete lack 
lof the usual tire illustration or log- 
|}otype is part of the unique treat- 
jment. Changes in copy and back- 
ground colors on successive posters 
‘of the same design will provide 


both continuity of identification and , 


variety. 

The first month’s posters will fea- 
ture new car “change-overs” 
substitution of General Tires for 
the new equipment tires that come 
on new cars. Six changes in copy 
will be gained by the rotation of 
car names in the copy reading 
“More New Ford Buyers Change- 


over ... To General Tires Than To 
Any Other Make.” Other cars to be 
featured include Chevrolet, Plym-' 


outh, Buick, Packard and Cadillac. 
Three rotating background colors 
will be used also—red, green and 
blue. 

The second month, with the same 
balloon technique, three different 
pieces of copy will be used, also 
with the three background colors. 
One poster will read: “I'm On My 
Third 10,000 Miles . You Must 
Be Riding on General Tires.” The 
second message will be: “Want 
|Longest Mileage — Quickest Stops? 
= I Know! General Squeegee 
| Tires.” The third: “The 
Tire Out Runs Them All 
stops Them, Too.” 


. Oute 


Tie-In Material Used 


Again motorists driving along the 
highway will see a 


boards carrying posters of similar 


Best Foods, Inc., has launched its 
1940 campaign for Hellmann's and 
Best Foods mayonnaise in news- 
papers, magazines and posters. A 
total of 25 Sunday newspapers, rep- 
resenting an expenditure 25 pe 
cent higher than in 1939, will be 
used. Benton & Bowles, New York 


directs the account. 


Names J. R. Kupsick 

___ Riverdale Park Apartments, 
York project now under construc- 
| tion, has appointed J. R. Kupsick 


Ne\ 


-the | 


General | 


succession of | 


Advertising Agency, New York 
direct its account. Newspapers and 
car cards will be used 


ea 
CERAMK 


INDUSTRY 


Building 


is strongly launched 


| 


n the direction of increa 
privately - financed 
tion. Reporting and ir 
ing every trend fron 
facture to application 


ndustry-wide contac’ 

c c e 
group of papers fc 
most effective unit , 


active building marke 


INDUSTRIAL PUBLICATIONS. INC. 


59 E. VAN BUREN STREET, CH CAGC 
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Outstanding Foreign Correspondence 
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Brings The New York Times Staff 
lts Twelfth Pulitzer Prize 
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Once again, a Times man has won a Pulitzer Prize — this time Otto 


D. Tolischus of The New York Times European staff for distinguished 


foreign correspondence based on his articles from Berlin explaining 


the economic and ideological background of war-engaged Germany. 


This brings the number of Pulitzer Prizes for outstanding journal- 


istic achievement won by The Times and members of its staff to twelve. 


Pulitzer Prizes are the highest distinctions in American journalism. 


Not only do they measure individual accomplishment; they also 


measure a newspaper's character and the enterprise with which it 


serves its readers. It is particularly interesting at a time of European 


crisis like this to note that five of The Times Pulitzer awards have 


been for distinguished coverage of foreign news. Of the other prizes, 


four were for reporting, two for Washington correspondence and 


one for distinguished editorial writing. 


Che New Hork Cimes 
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THE NEWS 


THAT'S 
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PULITZER PRIZES WON BY THE TIMES AND ITS STAFF 


1940 — Otto D. Tolischus for 
orticles from Berlin explaining 
the economic and ideological 
background of war-engaged 
Germony. 


1938 — Arthur Krock for dis- 
tinguished Washington corre- 
spondence. 


1937 — Anne O'Hare McCor- 
mick for distinguished foreign 
correspondence, dispatches 
ond special articles from Ev- 
rope. 


1937 — William L. Laurence 
for distinguished reporting of 
the Tercentenary Celebration 
ot Harvard University, shored 
with four other reporters. 


1936 —Louren D. Lymon for 
distinguished reporting —a 
world beat on the departure 
of the Lindberghs for England. 


1935 —Arthur Krock for dis- 
tinguished correspondence, 
impartial and analytical cov- 
erage of Washington news. 


1934 — Frederick T. Birchall 
for unbiased reporting of the 
news from Germany. 


1932— Walter Duranty for 
dispassionate, interpretative 
reporting of the news from 
Russia. 


1930 — Russell Owen for gra- 
phic, living news dispotches 
from the Byrd Antarctic Expe- 
dition. 


1926 — Edward M. Kingsbury 


for the most distinguished ed- 
itorial of the year, on the Hun- 
dred Neediest Cases. 


1923 — Alva Johnston for dis- 
tinguished reporting of scien- 
tific news. 


1918 ~The Times itself —its 
entire news staf — "for the most 
disinterested and meritorious 
public service rendered by an 
American newspaper’—com- 
plete and accurate coverage 
of the news of the World War. 
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To Name Consumer 
Contest Winners 
at AFA Meeting 


Chicago, May 9.—Winners in the |. 


ADVERTISING AGE competition for 
plans designed to aid in improving 
relationships between advertisers 
and consumers will be announced 
at the annual convention of the Ad- 
vertising Federation of America in 
Chicago next month, and the win- 
ning plans will be put before the 
advertising field for possible prac- 
tical use. 

The competition offers total prizes 
of $1,000 for the best plans sub- 
mitted, with the first award being 
$500, and second, third and fourth 
prizes of $250, $150 and $100 ac- 
counting for the other $500. 

Entries may take any size, shape 
or form, may include activities now 
being carried on or those in theo- 
retical form, and may be submitted 
by any combination of individuals 
or groups. Entries already received 
indicate that advertising clubs and 
similar groups which have devel- 
oped plans for dealing with the 


consumer problem will be promi- 


nent among those who submit plans. 

All entries must be mailed or de- 
livered to the Contest Secretary, 
ADVERTISING AGE, 100 E. Ohio street, 
Chicago, no later than May 31 to 
be eligible for the competition. 


Mutual Offers New 
Volume Discount Plan 


ing the purchase of radio time in 
225 of the 300 largest cities in the 
country, has been announced by 
Mutual Broadcasting System. Under 
the new scale advertisers may buy 
time on the basis of 13, 26, 39 and 
52 weeks and still avail themselves 
of the discount structure. 

The plan is based on the mini- 


mum amount of money that must | 


be spent for a given time period. 
This amount includes the cost of 
the required 62 basic stations, day- 
time, and 59 stations at night. The 
balance of the expenditure may be 
applied to supplementary stations 
in any markets selected by the ad- 
vertiser. 


Robertson to KGGM 


Dale Robertson, formerly man- 
ager of WBAX, Wilkes-Barre, Pa., 
has been appointed manager of 
KGGM, Albuquerque, N. M. Elmer 
Fondren, who has been acting man- 
ager of KGGM since the death of 
Mike Hollander, former general 
manager, resumes his former post 
of assistant manager. 


A revised discount system, cover- | 


‘New York Times 
Wins Ayer Cup 
for Third Time 


Philadelphia, May 10.—The New 
York Times won the F. Wayland 
| Ayer cup for excellence in typogra- 
|phy in the 1940 exhibition con- 
|ducted by N. W. Ayer & Son, Inc., 
it was announced today. More than 
1,000 newspapers were entered in 
the contest, in which run-of-paper 
| typography, make-up and _ press- 
| work were judged. 
| The Times’ victory was its third 
since the exhibition was inaugu- 
rated in 1931. The New York Her- 
ald Tribune, which has won the cup 
four times, was third this year. 
Other winners have been the Hart- 
ford Courant, Los Angeles Times 
and Newark Evening News. 


Win 


In addition to the Ayer Cup, three 
honorable mentions were awarded 
in the 1940 exhibition in four classi- 
fications, as follows: 

Standard size papers with more 
than 50,000 circulation: First honor- 
able mention, Philadelphia In- 


This full-color Johnson & Johnson dis- 

play, produced by Einson-Freeman Com- 

pany, not only serves as an attention- 

getter in stores, but also as a premium, 

a full-color reproduction of the painting 

being offered to the first 20 purchasers 
of Johnson's baby powder. 


Honorable Mention 


Leighton Joins Blake 


John A. Leighton, formerly with 
Metropolitan Sunday Newspapers, | 
\Inc., New York, and The American | 
Weekly, has been appointed sales | 
manager of B. K. Blake, Inc., New 
| York, producer and distributor of 
/industrial and educational films. 


“Sure! I know them... 
They're a *printing 


* offset 


semprinting 
xmailing list 
*form letter 


saddressing 


xmaitling... house!” 


Right you are, gen tlemen ... seven times right! We're 
all those things you said—and more! So don’t think of us as exclusively 
a mailing list organization, just because you've bought mailing lists 
from us—or as a letter shop or addressing service only, because you've 


used us for just that 


That ‘‘more”’ italicized above refers to our creative sales promotion ser- 
vices, which include market studies, promotion plans, copy, layouts and 
finished artwork, for individual printed pieces or complete campaigns. 


This well-rounded creative service, together with our extensive mechan- 

ical facilities, is set up to work with the advertiser or advertising agency 

and is available as a whole or in part, as needed. Consult us now to see 

how you can use us to best advantage in your promotional programs. 
**Using Direct Mail to Increase Dealer Sales’ 


is one of several publications available for 
free distribution. May we send you a copy ? 


Buckley, Dement & Company 


“The Nation’s Largest Direct Mail House” 


one purpose. 


1300 Jackson Boulevard + 


Telephone MONroe 6100 


quirer; second honorable mention, 

Christian Science Monitor; third 

honorable mention, New York Her- 

ald Tribune. 

| Standard size papers with from 

110,000 to 50,000 circulation: First 

|honorable mention, 

| Daily Times; second 
News Press, 


| mention, Glendale, 
third honorable 


Cai.: mention, 
Herald News, Passaic, N. J 

| Standard size papers 
than 10,000 ~—s circulation: First 
honorable mention, News, Iron 
| Mountain, Mich.; second honorable 
mention, Evening Tribune, Hornell, 
|N. Y.; third honorable 
| Herald, Titusville, Pa. 

| Tabloids: First honorable men- 
‘tion, Chicago Daily Times; second 
honorable mention, Washington 
News; third honorable mention, 
New York Daily Mirror. 


Personnel of Jury 


| The awards were made by a jury 
| consisting of Russell L. Davis, Phil- 
adelphia, associate director of the 


| Division of Graphic Arts; Homer 
| Sterling, Pittsburgh, professor of 
design and typography at Carnegie 


F. Cuneo, Chicago, president of the 
Cuneo Press. Kent Cooper, general 
manager of the Associated Press, 
originally a member of the jury, 
;was unable to participate in the 
final judging. 

The jury said that evidence of 
improvement by smaller papers and 
those in the middle circulation 
group was the outstanding feature 
‘of the 1940 exhibition. Papers of 
from 10,000 to 50,000 circulation, 
especially, have made sharp de- 
partures from styles of the past 
with good results. 


FCC Names Taylor 
To Succeed Dempsey 


Telford Taylor, who has been a 
special assistant to the Attorney 
General, has been named general 
counsel of the Federal Communica- 
tions Commission, succeeding Wil- 
liam J. Dempsey, who resigned to 
return to the private practice of 
law. 

Mr. Dempsey reported to the FCC 
that nine cases are pending in the 
District of Columbia court of ap- 
| peals, one in the D. C. district court, 
and two in the Supreme Court. All 
are in connection with broadcasting. 


‘Discuss City Copy 


The advertising committee of the 
Chicago Junior Association of Com- 
merce will discuss “How Should 
| Chicago Advertise Itself?” at a 
meeting May 16 at 7:15 in the Hotel 
|La Salle 
|Fuller, vice-president, 
| Railroad, and F. C. Stern, Central 
Mfg. District 


Metcalf to McC-E 


(Chicageo 


pointed the local office of McCann- 
Erickson to handle advertising of 
its neckwear 


Chattanooga | 
honorable | 


with less | 


mention, | 


Franklin Institute in charge of the | 


Institute of Technology, and John | 


Speakers will be Warren | 
Burlington | 


Metcalf, Inc., Cleveland, has ap- | 


Broadens Base of 
Anti-Trust Laws 


Washington, D. C., May 9.—\W hile 


comment on the Supreme Court 
decision of Monday, upholding the 
verdict of the district cour: 4; 
Madison, Wis., which found 12 cor. 
porations and five individuals guilty, 
of violation of the anti-trust jay. 
through agreements designed t, 
control prices and production, wa, 
still in a confused state here 
consensus was that the court had 
provided the broadest possible base 
for stringent application of the |et- 
| ter of the anti-trust statutes. 

The broadening of the anti-!-yst 
laws hinged on the court’s opinion 
which apparently threw overboard 
the “rule of reason” which was con- 
sidered the normal judicial attitude 
in the past, in favor of a sweeping 
condemnation of any type of com- 
bination to fix or maintain prices. 
regardless of whether or not such a 
combination might be in the inter- 
ests of either the industry as a4 
whole or the country as a whole 

The Court’s majority opinion, 
delivered by Justice Douglas, said: 
“The machinery employed by 4 
combination for price-fixing is im- 
material,” and further contended 
that “under the Sherman Act a 
combination formed for the purpose 
and with the effect of raising, de- 
pressing, fixing, pegging, or stabil- 
izing the price of a commodity in 
interstate or foreign commercs 
illegal per se.” 


‘DAIRY COMPANIES 

QUIZ ASSURED 

Washington, May 7.—A _ Depart- 
ment of Justice investigation into 
the activities of large dairy con- 
cerns to determine whether or not 
they have violated the anti-trust 
laws was virtually assured today. 

This assurance came when the 
House-Senate conferees on _ the 
appropriation bill for the Depart- 
ment of Justice reported an agree- 
|}ment in which they recommended 
that $75,000 be provided for the 
/anti-trust division of the Depart- 
ment of Justice for such an inves- 
| tigation. 

While the funds are not ear- 
marked specifically for this probe, 
there is a general understanding 
between members of Congress who 
fought for the appropriation and 
officials of the Department of Jus- 
lice anti-trust division that the 
money shall be used for this pur- 
pose. 


Joins Chaspec 

David S. Greenfield, formerly 
| with G. Krueger Brewing Company, 
| Newark, has joined Chaspec Mfg 
| Company, New York, maker of nov- 
|elty display material. 


Name O'Connor V. P. 

Jack D. O'Connor, sales manager 
for Modern Diet Products, Inc. 
|/Milwaukee, maker of Swiss-Kriss, 
has been named vice-president of 
|the company. 


“SPEED-WAY” 
ADDRESS LABELS 


SAVE tyPinG-Time 
AND MONEY!! 


Blank Labels for addressing ma 
ing lists at lewest cost. Sing 
copies or carbons (Perforate 
sheets or perforated roll! 


MAIL COUPON TODAY! 


Just write your name — Tear 
Attach to business letterhe 


e send FREE samples ot SPEED WAY AL 


eas 
LABELS and tell me how to use ther 


NAME 


Ever Ready LABEL Corporation 
141 6 EAST 25th STREET wew york, #’ 
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men’s clothing store advertisers 


Large clothing establishments in metro- 
politan cities, exclusive tailoring shops, 
haberdashers, and small city retailers— 
keen merchants and experienced adver- 
tisers—782 in all, use The Christian Sci- 
ence Monitor. They get excellent returns, 
indicated by this statement from one of 
them: ‘We have obtained results from our 
publicity in your columns from the very 
start of our original campaign and we can 
definitely trace an increase of patronage 
of our stores, both in New York and Boston, 


directly to the influence your paper has 
with its readers.” 

The Monitor's ability to produce busi- 
ness for 782 men’s clothiers, 898 shoe 
dealers, 785 department stores, 572 fur- 
niture dealers, and thousands of other 
retailers is evidence that it has great 
potential value for the manufacturer. Why 
not give your product or service the bene- 
fit of Monitor advertising? The nearest 
Monitor office has interesting facts to put 
before you. 


" THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christion Science Publishing Society, One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE: 500 Fifth Avenue 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, Son Francisco, Los Angeles, Seattle 
London, Paris, Geneva, Sydney 
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Luckies Spot 
Show Extended 
to 29 Cities 


New York, May 8.—Having al- 
ready completed plans for extend- 


| 
| 


ing its novel spot radio campaign 
next week to Pennsylvania, New | 
England and upstate New York, 


American Tobacco Company is now 
attempting to make arrangements 
for the drive to reach nationwide 
proportions on June 15. 

Started test in New York 
some weeks ago, the campaign em- 
braces two and one-half minute 
transcriptions broadcast on the hour 
as a combined time signal, Lucky 
Strike commercial, and musical se- 
lection taken from the weekly “Hit 
Parade” network show. 

Practically all stations in the fol- 
lowing cities will carry the Lucky 
Strike transcriptions beginning 
next week when the first expansion 
takes place: Philadelphia, Scranton, 
Wilkes Barre, and Allentown in 
Pennsylvania; Boston, Springfield, 
Worcester, Pittsfield, Manchester, 
Laconia, Burlington, Waterbury 
(Vt.), Providence, Portland, Ban- 
gor, Lewiston, Waterbury (Conn.), 
New Haven, Hartford, New Britain 
and Bridgeport in New England, 


as a 


and Albany, Schenectady, Troy, 
E]- 


Utica, Syracuse, Binghamton, 
mira and Rochester in New York. 
Details of the novel 


ING AGE April 22. 
handled by Lord & Thomas. 


Soybean Canners Plan 


Promotion Program 

Walter L. Schroder, 
the newly-organized Associated 
Soybean Canners of America which 
plans to introduce canned green 
soybeans to the American market 
with a promotion program 
will stress the health and 
values of the product. H. J. 
Carty, Brownsville, Wis., 
Company, is secretary. 

Commercial canners 


in Wiscon- 


sin, Indiana, Minnesota, Iowa, Ohio, 


Michigan and California are ex- 


pected to join the group. 


Lindsey Heads Floridans 


technique 
being employed by American To- 
| bacco were contained in ADVERTIS- | 
The account is 


Hortonville, 
Wis., has been elected president of 


which | 
food | 
Mc- 
Canning | 


spre 


a 


| 


Getchell, Socony agency, and produced 


COLORFUL SPRING POSTING FOR MOBILOIL 
“Fill Up...Ite Springtime 


Timely spring poster for Socony-Vacuum Oil Company, designed by J. Stirling 


” eres 


4 
~ Em, 


by Forbes Lithograph Company, Boston. 


Opens Plaza Agency 

John T. O’Flaherty, formerly 
with Barron G. Collier, Inc., Tran- 
sit Advertisers, Inc., and Criterion 
| Advertising Company, New York, 
has opened his own agency under 
the name of Plaza Advertising 
Agency at 45 Rockefeller Plaza, 


Walter Lindsey, local advertising |New York. 


manager, Tampa Times, has been 
elected president of the Florida 
Daily Newspaper Advertising Asso- 
ciation. Other officers are 
Goodloe, first vice-president; W. W. 
Wilson, second vice-president; V. J. 
Obenauer, re-elected secretary- 
treasurer. 


Bruce | 


Clover Naimes Richard 


Clover Mfg. Company, Norwalk, 
Conn., has appointed Rickard & 
Co., New York, to handle advertis- 
ing of its abrasives and grinding 
and lapping compounds. 
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See Chance to 
Beat Transfer of 
Food & Drug Unit 


Washington, May 8.—As the 
House today rejected the Presi- 
dent’s Fourth Reorganization Plan, 


opponents of President Roosevelt's 
proposal to transfer the Food and 
Drug Administration from _ the 
Department of Agriculture to the 
Federal Security Administration 
held high hope that the order will 
not be placed in effect. 
They based their hope 


on the 


a 


—— 


Heinz Tests 


Pliofilm Bag in 
Twenty Markets 


Pittsburgh, May 9.—In kee 


; : , ’ ing 
with its policy of unceasing « 


: 
ffort 


|to improve products and packages 
'and reduce prices, H. J. Heinz ¢ 


pany is testing a new pickle pa; 


| age in 20 markets. The containey js 
\the Pliofilm bag which won 
|award in a recent contest and wh) 


has been further improved. It 
a weight of six ounces net and » ith 


|its cargo of sweet pickles, retaj)s 
|for about 15 cents. 


While the 


‘bag will not displace the traditi na) 


jeral objectives 


glass container, it will 
product available at a 
lower price. 

Pliofilm was developed with 
in view. One 
to retain productive visibility w ile 


make the 
somewhat 


enhancing chances for display by 
the retailer. The interest of the 
consumer was represented by an 
effort to make preservation of tn- 


used contents easy, and to simplify 
disposition of the empty container, 
The third goal was to reduce the 
cost of filling and closing and to 
jachieve lower prices by saving- in 
'transportation charges. 

| The package itself is composed of 
la liquid-tight inner container—a 


theory that the Senate, probably |SPpecially constructed bag made of 


within the next few days, will vote 
to reject the President’s latest reor- 
ganization order, which would leave 
the Food and Drug Administration 
in the Department of Agriculture. 

Alone, opponents of the Food and 
Drug Administration shift could not 
expect to bring about the defeat of 
the new reorganization order, but 
this group has been working with 
those opposing the order because it 
| proposes to shift the Civil Aeronau- 
tics Authority to the Department of 
Commerce and abolish the Air 
Safety Board. 


Must Secure Veto 


The day after the President sub- 
mitted his latest order to Congress 
a storm of protest broke out among 
members of the House and Senate 
concerning the air agency shake-up, 
and since that time these  pro- 
|testants have found considerable 
support in both the House and Sen- 
ate. As a result it is expected that 
|the Senate and the House next 
| week will vote on resolutions intro- 
/duced by Senator Pat McCarran of 


/rejected. Astute observers in Con- 


chance that the McCarran-Lea 
propositions will carry in both 
houses of Congress. 

Under the reorganization act, any 
reorganization plan submitted by 
the President becomes _ effective 
automatically in 60 days after the 
| President has submitted it 
gress still is in session at that time, 
and if both houses of Congress have 
not approved measures vetoing the 
reorganization plan. If only one 
| house of Congress voted to veto the 
plan and the other declined to 
approve such a veto, the plan would 
}go into effect at the expiration of 
60 days if Congress still is 
sion 


In Ses- 


Work at Standstill 


Meanwhile, much of the work of 


three a day tor ; Howard-owned S. F. News, | the administration is in an immov- 
tie-up with the Scripps- bout the Expest- |able state, since the Secretary of 
‘ ” u \ 
cat ¢ publicity and pictures abe | Agriculture does not want the 
yu d . . P 
arries reams OF f 105,00°¢ daily readers. administration to begin operations 
» its > , . : ; ay 
out these programs K | which it might have to complete 
- turning to KGO again | under a new set-up 
| visitor Nike will be t EGO is 8 One matter in this category is 
ne $ . ' Ss . 
‘s why native @ why, too, the hearings on the regulations 
nai tion features. And that's W®: * having to , ‘ith label f x 
ar for Exposi™ ld’s Fait market. i ig to do with Ia pe ing of spe- 
fium in this rich Worle § cial dietary foods. This hearing 
’ c me . : 
rable mec was originally scheduled to begin 


April 29, but’ due to the prospect 
of having to change the set-up be- 
cause of the reorganization order, 
Secretary Wallace ordered that 
these hearings be indefinitely post- 
poned 


“Columbia” Moves 


Columbia, official national maga- 


zine of the Knights of Columbus, 
has moved its advertising depart- 
ment to t! 

York 


Nevada and Representative Clar- 
j}ence Lea of California proposing 
that the reorganization plan be! 


| gress say that there is about a 50-50 | 


(NSS QUELLE 


|Pliofilm, a product of the Goodyear 
Tire & Rubber Company—which 
suspends the pickles in a bath of 
i|vinegar. The outer containe: a 
|folding carton with an aperture in 
the top side. The carton is com- 
pletely covered with a laminat 
of printed cellulose acetate, whic! 
converts the die-cut opening into a 
window which gives visibility to the 
contents. 


Dotted Line Club to 


Entertain Agencies 


The fifth annual party of the Chi- 
|}ecago Dotted Line Club of the 
sociated Business Papers, at whic 
| Chicago advertising agency execu- 
| tives will be guests, will be held at 
|the Bal Taberin, Hotel Sherman, 
| Friday evening, May 17. More than 
|200 members and guests 
pected for the dinner and enter- 
|tainment which will feature th 
evening. 


are e€Xe 


E. V. Perkins, Petroleum Engi- 
|neer, is president of the Chicago 
Dotted Line Club, and H M 
| Thompson, F. W. Dodge Cor) 


ition, is chairman of the dinner cor 
mittee. 


Agency Changes Name 
Effective June 1, the nam f 
|Austin & Spector Company, Nev 
York, will be changed to Raymond 
Specior Company, according to an 
announcement by Raymond Spec- 
tor, president. There is no changt 
in management or. personnel. The 
agency has taken additional 
at 32 East 57th street. 


space 


if Con- | 


O'Flaherty Opens Agency 

John O'Flaherty has opened an 
advertising agency under his own 
name at 2976 Hudson Boulevard, 
Jersey City, N. J. 
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The familiar half-pound 
and 3 other sizes, 
all in the new wrapper 


R pees medium-mellow flavor most 
pibeliyeceh = ae as flavor that's the same 
wg a ~ at's Kraft American, thanks 
bard <r Method of Master Blending 
Pisces : t process of blending and pas- 
: a _ gives you perfect cookabil- 
erican always me ; 
es cheese rabbits and ah aoe od 
“ e rich cream! And it toasts beautifull . yee 
hoi Kraft American poate 
a stellar role in your menus—cold f ; 
eons, in quick-made hot Pigg a 
a for the Kraft name when ry 
»e sure of dependable flav ‘ 
——o , vor and cook- 
a — you see that name you'll also 
nr ing the cheese. . . for the glisteni 
ew wrapper is transparent. It's ne — 
to open; you'll /rke it! —_ 


dic eC 


1 Cooked 
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TUNE P nal 
Crosby, Bob B Kraft Music Hall: hear B 
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hite reproduction of a four-color Kroft national advertisement 
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May 13, 1949 


U.S. Issues Package 
Standardizing Report 


The full text of the report of the 
fifth and sixth sessions of the 29th 
national conference on weights and 
measures, held June 8, 1939, at 
Washington, D. C., has been issued 
by the National Bureau of Stan- 
dards in the form of a 128-page 
booklet entitled “Standardization of 
Packages.” 

The booklet is available from 
the Superintendent of Documents, 
Washington, D. C., at 10 cents each. 
It is identified as “miscellaneous 
publication M165.” 


Issue Fair Guide Book 
The pre-Fair official guide book 
to the New York World’s Fair 1940 


Experiment Finds 
Meaningful Copy 
Most Effective 


Chicago, May 7.—Readers of ad- 
vertising usually are only partially 
attentive when reading advertising 


|}and are more susceptible to mean- 


ingful than to attention-getting de- 
vices. These are the conclusions of 
Dr. John Bromer and Dr. Herbert 
S. Meisel of the University of Wis- 
consin, who presented the results 
of their experiment before the Mid- 
western Psychological Association 
meeting here. 

In their experiment, Drs. Bromer 
and Meisel tested four groups of 


ADVERTISING AGE 


graphs. Both groups then were 
tested on the second paragraph. 
Memorization of groups’ which 
read both types of selection pur- 
posefully was more resultful than 
for the groups which had read both 
types incidentally. But the group 
which read meaningful sentences 
unintentionally remembered much 
more than the group which had 
read the nonsense syllables unin- 
tentionally, the scientists reported. 


Brier Appoints Vernik 


Samuel Brier Company, maker of 
trademarked luggage, which re- 
cently absorbed Belber Trunk & 
Bag Company, Philadelphia, has 
appointed Vernik Advertising 
Agency, Philadelphia, to handle its 


NEW RED CROWN COPY 


STANDARD OIL DEALERS EEE 


Newspapers Get 
15% of Red Crown 
Spring Budget 


Chicago, May 8.— With 
scheduled for 492 daily new 
and 1,221 weeklies in 13 states, th, 
Fourth Estate will get about ’ 
cent of the increased adve) tisip 
budget being used by Standard 09; 
Company of Indiana in 1940 The 
theme for the spring and su:nme 
campaign, just launched, is “t's 9 
to 1 for Red Crown.” 


led ' iasie: “eoshiieniiana »/newspaper, direct mail and _ trade Large illustrations wit We 
has been published by Rogers-Kel- | Subjects, using three paragraphs of ogee Tora tl . ; a 93 é istré Ss 1 littl 
logg-Stillson, Inc., New York. | meaningful sentences for two journal advertising. — ee ee pnd copy are being used in the Reg — 
Taking a human interest approach,| groups, and three paragraphs of 9 el hic” “70 Geausiand Ws acumen pede Crown gasoline drive. Ther als, Institu 
editorial matter includes descrip- | miscellaneous syllables for the other Joins eograpnic | peGennEvteleen te the eqeney ‘ | will be newspaper advertisin, em. Come 
~~ . the “ge tig go pe ve two. One group with each type of ‘ vhagenon s goo ed the ae . phasizing the popularity of Sang. metro 
in addition to the art and cultural] og: watter wac Niel ive years New England representa- ard’s Iso-Vis motor oil. Tw nase being 
exhibits of the Fair. Exhibits are | reading matter was told to read all tive of Fortune, will join the New Castagnola Moves ? 7” Clal the m 


classified as to subject and content, | three paragraphs; each group with | yor, advertising staff of National Castagnola Advertising Art has ee ee ae 
and sculptures and murals are|the other type was instructed to| Geographic Magazine July 1 after|moved to 101 Park avenue, New | @7Unes WAIch use andard via- messé 


listed. Kathryn Maddrey is editor.' read only the first and third para-|a two-month visit to Mexico. ! York. tion gasoline. instes 
1 Outdoor advertising will b» jp. best 

|creased approximately 40 per cent 
with 17,687 24-sheet poster punels — 

G yeans Vact |for gasoline and motor oil in 996 
On COM | cities and towns, 5,000 highway | 
approach signs for clean rest room Se 


service, truck signs for 6,000 Stan- 
dard agents and a new credit card Op 


sign and curb signs for gasoline. 
hu 5 ALL of motor oil, clean rest rooms and 
¥ 9:30 A.M. Atlas tires at 23,000 dealer stations 

¢ Radio will supplement 27 farm as 
th KF/ papers in advertising tractor fue] 
CSC proven Seventy-eight spot announcements 
over 102 radio stations during the 

PARTIC/PROGRAMS 30 Minutes of Morning Sunshine ! noon hour will feature’ Everett 


] ‘ Mitchell, farm news commentator. 

9:30 A. M. MONDAY THROUGH FRIDAY with market and crop reports. | 
. .. children off to school, breakfast dishes all washed... 
have another cup of coffee, relax and listen to one of the 
most enjoyable half-hours in radio. It's... 


41 Business Papers Used 


Combine them any way you please as long as five per week are Space will be taken in 41 business 


purchased and earn this new, low combination rate. Here are four peemcasems i the Mmastrial, fee we 
8 Ty and asphalt fields. Six  sectionai cess! 
proven sales promoters reaching four different audiences at four E cA: highway maps, covering the entire atter 
P P : P pea apes United States and principal routes ing 
different times of the day at a price oonperans to our one-minute , K eS am... in Canada and Mexico, have been whit 
daytime spot announcement rate. Write or wire for complete story ff ae, ee a added to the Standard list to elimi- und 
i i ion’ ir rM —the "Stat ’ ‘ f " nate the need for motorists carrying enfo 
on —— buy in the Nation's Third Major Market—the "State id. moi , a large bundle of individual stat B. 
of KFI. c- . P maps when making long. trips was 
P " Standard will continue to furnish both 
* with HOMER GRIFFITH free state maps, as well as maps of its 
Genial master of ceremonies. You'll each of six large cities in its terri- thro 
like his happy philosophy as he tory. trac 
shares his home-made sunshine Other advertising will include of I 
with you. direct mail, which will vary from the 
‘calendars to pieces on Stanolex and 
& wie pene yen | furnace oil, Atlas tires and _ bat- ado} 
Wome a oF ag gonad teries, candles and _ motor oil B 
harmonist, offering scads of new change-over, and the monthly hous tion 
Sonor po pon ror ie wert publications, “Standard — Service trib 
7 . ie : News” for dealers and “Standard Mr 
Art Baker's Agnes White's * with AL POSKA Truck Service News” for agents tion 
"NOTEBOOK" "CALIFORNIA HOME" Popular conductor of = ay - Les 
a KECA's “MUSICAL ' Ad\ 
Borrow a profitable page from this Stir a small part of your advertising CLOCK," adding much + Vick Promotes Brown Mer 
popular KFI feature and write a new budget into this home economics fun and frivolity to the Warren Mi. Secwh. « teember of ver 
sales success story for your product. program crowded with women listen- festivities, ie connate welt tae the past five ma 
Afternoon program, Monday thru ers. Morning program, Monday thru * with CLAUDE SWEETEN years, has been appointed assistant C 
Friday. Friday. Composer-conductor and director of director of research and market tisi 
a the musical portion of KECA's “MID- analysis for new products de elop- in 
MORNING JAMBOREE." Well known ment of Vick Chemical Company, ore 
for his imaginative music on New York. J. Frank Plummer, 
os eat + ott on formerly with L. M. Clark, Inc. ae 
Mes 0 a sane” ane “Caen New York, has been added to the Tra 
: research staff. int 
* with JACK OWENS 
2 Hollywood's ‘‘young-man- 
. about -the- piano," singing 
. those songs you like to hear. Ne 
‘ * and the KECA ORCHESTRA = 
Mirandy's | , Bob Johnson's “ 
"GARDEN PATCH" "BRIDGE CLUB" That's the Talent Line-up! “y 
80°, of Southern California adults Deal yourself in on the enthusiastic + » Now as to the Costs cl! 
irae have a definite interest in year-round audience that follows Bob and his SOLD ONLY ON PARTICIPATING BASIS 
hs gardening. Plant your sales message advertisers faithfully. Participation 150-word participation $20.00 each sit 
Bice in the "Garden Patch" and reap a gives you trump cards in Southern Basic rate on 8 nel IN 
= harvest of increased business. California. Above subject to all frequency discou oj 
ad 
ie WEEKLY PARTICIPATING RATE —5 PER WEEK F) 
ie cae Less than 13 weeks, perweek . . . . . . $85.00 v 
*Basic Rate—5 per week (any combination), $200.00 per week for 13 to 25 weeks, ee lle ke ee ooo eee t 
one month or less. Three to 6 months, $175.00 per week; 9 to 12 26 to 38 weeks, perweek . . . . . . . 76.50 . 
months, $150.00 per week. Single participation rate, $46.00 qross. 39 to Sl weeks, perweek 2. . . . . . . 72.25 
Participation consists of 150 words live copy. 52 weeks, perweek . . . . . . . . . 68.00 m 
iw KFI Participating Programs Are Powered to Sell! ALL PRICES INCLUDE TALENT CHARGE > 
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Institutional copy for Pabst Brewing 
Company which ran in 25 newspapers in 
metropolitan markets this week, color 
being used for the blue ribbon around 
the map wherever it was available. Copy 
makes no attempt to deliver a sales 
message for the company's products, but 
instead waxes lyrical on the "This is the 
best country on earth’ theme. Lord & 
Thomas is the agency. 


Self- Regulation 
Operates Smoothly 
as Movie Copy Curb 


Producers Extend Full 
Cooperation to Unique 
Industry Project 


By A. P. MILLS 


New York, May 9.—Notably suc- 
cessful among the industries which 
attempt self-regulation of advertis- 
ing is the motion picture field, 
which has for seven years operated 
under a voluntary advertising code 
enforced by the Will Hays office. 

Back in 1933, the film industry 
was being attacked from all sides, 
both for the material contained in 
its movies and_ the 
through which audiences were at- 
tracted. Such groups as the Legion 
of Decency sprang into being, with 


the result that a production code 
and an advertising code were 
adopted 


Both are administered by the Mo- 
tion Picture Producers and _ Dis- 
tributors of America, Inc., of which 
Mr. Hays is president. Self-regula- 
tion of advertising is guided by 
Lester Thompson, director of the 
Advertising Advisory Council. 
Members of the council are the ad- 
vertising and publicity chiefs of the 
major studios. 

Complaints against movie adver- 
Using have died down to a whisper 
in recent years as a result of the 
group’s work. No film advertiser 
has ever been cited by the Federal 
Trade Commission, and the industry 
intends to keep its record clean. 


99.30 Per Cent Pure 


In 1939, the MPPDA offices in 
New York and Hollywood reviewed 
157,686 publicity pictures and 
storis advertisements, and ex- 
ploitation ideas. Only 1,107, or 0.7 
per cent, were rejected, and most 
of them were approved afte: 
CI es were made. 

record has been made pos- 


Mr. Thompson told ApverTIs- 


ING AGE, as the result of the co- 
Operative spirit shown by the 
advertising heads of the studios 
FY experience, they have learned 


s acceptable and what is not, 


a ey no longer submit material 
w they know will be rejected. 
secret of success in the ad- 
m tration of the movies’ adver- 
Using code, according to Mr. 


T pson, is that the MPPDA sees 
omotional material during the 
rk” period. As soon as pub- 
Stills, stories and advertising 


are produced, they are for- 
ed to his office. Approval or 
“on is voiced before large 


of money are expended to put 
material in final form. 

‘ctically all film exploitation is 
around a “press book” fo! 
picture. Complete ads, pub- 


licity pictures and stories and pro- 
motion stunts are outlined in each 
book, which is forwarded to ex- 
hibitors. Before this book is printed 
all of its contents have been re- 
viewed piecemeal by the MPPDA 


office. 


promotion | 


Code Is Simple 

The code which the Advertising 
Advisory Council administers con- 
sists of 12 points and is relatively 
simple. It has not been changed 
since 1933. It provides that good 
taste shall be the guiding rule, that 
false or misleading statements shall 
not be used, and illustrations and 
text used to advertise a_ picture 
shall faithfully represent the pic- 
ture itself. 

Mr. Thompson expressed grati- 
fication at the manner in which the 


film companies are solving difficult | 
promotion problems without over- | 


stepping the limits imposed by the | - 
code. A current example of this is Free? Get Killed 


the manner in which Warner Broth- 
ers is promoting “Dr. Ehrlich’s 
Magic Bullet.” Advertising of this 
film, which depicts the development 
of a syphillis cure, does not men- 
tion the disease. 


Follman Heads U. S. Card 


M. A. Follman, vice-president and 
general manager of the United 
States Playing Card Company, Cin- 
cinnati, has been elected president, 
succeeding C. E. Albert, who be- 
comes chairman of the executive 
committee. Allison F. Stanley, sec- 


retary and Western sales manager, | 
was elected a director, succeeding | ¢!ub 


Frank F. Dinsmore, resigned. 


| 


Want a Tombstone 


in an Accident 


Green Bay, Wis., May 7.— The 
first fellow in this city who gets 
himself killed in a traffic accident 


is going to be assured of a fitting 
memorial. 

The Green Bay Displaymen’s 
Club will see to it that his name | 
and the salient facts about his life 
are handsomely engraved on a $40 
granite grave marker which the 
club has had donated by a local 
memorial dealer as the “prize” in 
a safety campaign sponsored by the 


“Will it be your name on the! 


jhas 


| 


stone?” the club asks in making its 
announcement of the award. 


Lever Shifts Davis 


G. T. Davis, formerly in charge 
of Lever Brothers’ office in Minne- 
apolis, has been appointed divi- 
sional manager of the company in 
the Pittsburgh district. He suc- 
ceeds L. H. MacLeod, who has been 


| transferred to Chicago as divisional 


manager of that territory. 


Walter Lloyd Moves 

Walter D. Lloyd, former space 
buyer for Richard A. Foley, Inc., 
joined Alleva and_ Riordan, 
newspaper representative, with 
headquarters in Philadelphia. Mr. 
Lloyd will be in charge of a new 
division which represents Newslet- 
ter Service Company, Detroit. 


“Speaking of statistics, Steve, 
what about NEWSWEEK ? 
For two years they have 
been talking success. How 
is it going now?” 


“Still in the groove 
instance 


and how! For 
coming on top of 21 


months’ successive advertising gains, 
NEWSWEEK gained 81% in revenue 
and 43% in linage for 4 weeks this 
April over 4 weeks last April.* Some 


record!” 


* And NEWSWEEK'S April, 1940 gain over April, 1938 is 132% in linage; 207% 
in revenue! One of the reasons behind NEWSWEEK’S dramatic, continued 
advertising advances is the quality of its over-400,000 families: 88.9% are 


in business, executive and professional categories . 


.. Now 


IT’S NEWSWEEK! 


: af q wre on : 4 eae: oe 4 5 — ’ Ppt F . 7 : bs , 3 x, Lee : : _ sah “i ae Ae oes F 1 ¥ “a ete 
May 13, 1940 eS = — 
—eE—_—_—_—_—_—_—_—_—_—_—_—_—_—_—_—— ee 
4 Saae 
ee P| Pas 
(a eae _——_ ,— 
i! ee ens a Fe: 
oS ees , 
ee 
Pa = ee 
—=—=—-—- I FT i. aie 
- ee . - i ve 
—_—_—_—a_ew2.-_.0.©5S S$: a ——_— 00°00... v_vvv_exxxQx0wC 
| ee 
| Fé. 
| J 
| 
| a= 
a . chitin? oe. aes } ao: dirs i = ee : 
; t ‘ ‘ ely 
ce. : - aoe - 7% “Ol : + ae 
— C—CO—™W————=E +. | Sis 
ielthycnnn —— P 4 FS woe nase ae SC aie = e ’ = i a 
& : if a / a wo — ae od . AY ™ a ; fh. > ~\ i (os 
= A~~ ¥ ry . n ei 
A tal . “Wor a = 4 c= 
| =] é . hg — r by } Pm) i 7 
4 pe ~ ‘ . Acad), wal 
S ° SS ey heen oe me 
; “ i | ss : Tuts 
ae eta i he a i ys ‘ue ? . : 2 : 
— , a oo + | 5 j 7 7 : ' 1 VW — | a 
ie - - a . - f . = ‘ x ¥ } \ j ° 7 — 
aS gh es i. . ‘* te —.. j rt oh e : 4 
ae ~~ M bp Been lll fF} A ha \o hie i 
pa SE " % : at tea. Tt, —. A : 
$x ; = ). 2 oe ; 7 % # + Pea S = = ang Wirt, "8 in r : ye < ee >. a. 
iis ; ; Me. ae P bd ie, 7% . Bi ee 4  * - 
- a - Pee és , 4 ae at Z i th = . ry . { \.. ; 4 i = 
¥ : aru : . : / i & : sz os ° Figg § A “ “a rs 2g ‘ ; 
te a ise 7 ct a vy “i a , * _ ee See , , AKA : 
os ‘ ce * Pac! a 4 7 a ~ os +” .) © Beis” ie. $., eo . ah ai Vie mA . a ca 7 
sa 4 2 Pea ai Tiles x r Paitin r = 
| Ta aaa .- na 
' a Sl Por: | — ra. ie: a 7 © a 
om : 2 . — = , a: es a eh: ¥ “ = ; 
al fh’ : aes. .* Bs = ™ "Ne f | . 7’, 
ee a — ia a : ca 
i i 
ae * 
ug . Sy “eae 22 MR BREE: 8 mr Can Oa aly. ROE ot oscil a PR ius irs Siler OE eB, Kien eae 
eo 4 of ue” ~ Re oe y ote i“ *. 7 , Saar’ s i eee) ror; -* et Oh 4 


mag 


eg se? 
see" 


12 ADVERTISING AGE May 13, 1949 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. 


S. Patent Office 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 


New York Office, 330 W. 42nd St. 


eee ey 
...Tel. BRyant 9-6432 


G. D. CRAIN, Jr., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. &. KEBBY, Secretary 


| 


Editorial Department 


A. P. MILLS, RICHARD B. ESPEY, FRANK HICKS, RALPH O. McGRAW, E. C. HALL 


| 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, | 


and J. CORTADA, Associate Editors 


Correspondents in All Principal Cities 


Advertising Department 


NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, 


Philip W. 


Murphy. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. | 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. 


LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 


Manager. | 


ATLANTA: B. Frank Cook, Walton Bldg. 


MEMBER 


Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


Vol. 11, No. 20 


May 13, 1940 


10 Cents a Copy, $2 a Year | 


Senator Taft on Advertising 


Those who heard the Buffalo ad- | 


dress of Senator Robert A. Taft, of 
Ohio, who is a candidate for the Re- 
publican nomination for president, 


decided promptly that if the Sena- | 


tor receives the nomination and 
elected to the presidency, 


is 
better 


times for advertising will be ahead. | 


In presenting his views to the Ad- 
vertising Affiliation May 3, Senator 
Taft showed an understanding both 
of advertising’s effectiveness and 
limitations, and likewise an appre- 
ciation of the brake on _ business 
represented by restrictive advertis- 
ing regulation. 

The Ohio senator accused the 
present national administration of 
being hostile to advertising because 
it is hostile to business. Many busi- 
ness executives and advertising men 
would hesitate to make the specific 
charge that the administration has 
been openly hostile to advertising, 
and yet it is no secret in Washing- 
ton that President Roosevelt and his 
aids are opposed to big business, 
and are doing all in their power to 
subject it to a greater degree of 
government control. Since adver- 
tising is one of the primary and 
essential activities by means of 
which big business, as well as all 


| and rigorous controls is a real dan- 


other enterprise, maintains its sales | 


and expands its markets, it is rea- 
sonable to assume that the general 
policies of the government toward 
big business have colored its pro- 
gram of increasing control over and 


restriction of advertising. 
Senator Taft said that he does not 
believe that a great many people | 
are fooled by advertising. It plays | 
the part of calling attention to prod- 
ucts, and persuading consumers to | 
try them. After that, it is up to the | 
user to determine whether the 
sample satisfactory enough to 
justify regular use. He added that 
the harm to business through ex- 
treme regulation of advertising by | 
government is far greater than the 
possible danger to consumers| 
through misleading advertising. 
The proponents of government 
control such as is now in effect con- 
stantly emphasize the power of ad- 
vertising to influence’ purchases, 
apart from all other considerations, | 
but the view of Senator Taft that 
advertising induces trial rather than 
regular consumption is one which 
appeals strongly to a common-sense 


is 


MAYBE HE PLANS TO WATER THE GREENS 


z War we ec 
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Domestic Engineering 


“Don't you think, John, that we might call the plumber now?" 


Ad-libbing 


A Doubtful Theory 

At the risk of seeming captious, 
we are casting a mild doubt on the 
value of the advice offered by 
Continental Briar Pipe Company in 
its suggestion: “Choose a pipe as 
you do a woman.” Our captious- 
ness comes only after perusing the 


| copy which, calmly enough, empha- 


Choose a pipe as you do a woman! 
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consideration of the facts. | sizes the value of a sound, sweet, 


Government regulation is prob- | 
ably here to stay, but the present | 


tendency toward highly technical | 


| 


ger to business and advertising. | 


| conditioners, 


ters. 


companionable nature, but then 
goes boldly into such factors as air- 
smoke filters and 
micro-mount stems and 12 free fil- 
Nope, it’s too late for us to 
reconsider, but we still don’t think 


Senator Taft's position is one which that the man can follow the same 


should be called to the attention of 
other presidential aspirants, in the 
hope that the next administration 


vertising control and reduce some of 
the severe restrictions now being 


applied by the Federal Trade Com- | 


mission. 


Why Nota Code of Advertising 
Practice? 


The Federal 


has hundreds of people constantly | 


checking radio continuities and pub- 
lication advertisements, as a result 
of which numerous complaints are 
issued against advertisers. Many of 
those whose copy has been called in 
question have felt that action of the 


Trade Commission | the commission and would guide ad- | 


| . ° P . 
vertisers, agencies and media in the 


preparation of copy. Such a plan 
| would enable corrections in copy to 
be made before instead of after 
| publication, and hence would give 
| the consumer far greater protection 
than at present. And it would fur- 


FTC has been largely a matter of | nish a practical means by which the 


the personal whims of individual | advertising business could police | 


examiners, rather than the result of 
an established policy. 

On the other hand, there are others 
who feel that the commission is 
doing a consistent job and has been 
reasonable in its final decisions, if 
not in its initial complaints. They 
contend that the decisions show a 
definite pattern of policy in the ad- 
ministration of the greatly expanded 
powers of advertising regulation 
created through the Wheeler-Lea 
amendments 

From either point of view, it 
seems reasonable to believe that a 
great deal of time and trouble could 
be saved by the establishment of a 
code of practice for advertising 
which would represent the policy of 


itself. 

Self-regulation of advertising is 
the only way to make government 
regulation tolerable. The necessity 
for constant negotiations with the 
FTC, with each case involving ques- 
tions that should be answered in 
|}terms of a general statement of 
| policy, means lost time, effort and 
; money, and in many cases reduces 
advertising activity. 

The advertising business should 
interest itself in simplification of 
the present procedure of the FTC 
in advertising regulation, and the 
establishment of a code of practice 
embodying the basic policies of the 
commission seems to be the first 
step in that direction. 


choosing techniques with 


| women and pipes. 


both 


“Communistic’” Campai 
will take a more liberal view of ad- Cc gga 


| Don Herold, a writer whose tal- 
ents fit as easily into the advertis- 
| ing as they do into the editorial 
| pages, has turned out a booklet on 
| office ventilation as part of a “Down 
With Windows” campaign § spon- 
sored by Standard Air Conditioning, 
Inc., for its Air Pilot, a room venti- 
lator. Copywriter Herold, in this 
clever booklet, thinks that “windows 
are the worst way to ventilate.” 
| With his own drawings lending 
humorous and sales appeal to his 
prose, he laments the “uncivilized 
and savage” aspects of windows, 
the great amount of trouble they 
can cause in an office by not being 
|}up or down for the right people 
and the noise and dust they let in. 
And then, to let everyone know that 
the problem can be solved, Mr. 
Herold has a few words to say 
about the Air Pilot. It makes in- 
| teresting reading. 


| Novel Calling Card 

| The Mid-States Gummed Paper 
Company, Chicago, has devised a 
calling card for its distributors’ 
salesmen which almost makes these 
same salesmen superfluous. The 
card is actually a tiny booklet, a 
miniature sales presentation for the 
company’s Green Core sealing tape. 
With page one presenting the sales- 
man, ensuing pages are devoted to 
the product's salient features. One 
feature, incidentally, Green 
Core’s ability to improve the mental 
attitude of the employes using it, a 
point which the book says “will be 
appreciated by every purchasing 


is 


agent.” Last of the 12 pages in the 
booklet is a coupon for reply by 
mail, just in case the prospect 
doesn’t feel like seeing the sales- 


man who has been parked in the | 


reception room all this time. 


The New Way, Says Canco 

American Can Company, realiz- 
ing that few women have the time 
or energy nowadays to spend long 
hours in preparation of preserves, 
jams, jellies and pickles, is dis- 
tributing a handsomely done recipe 
booklet showing how this can be 
done with canned foods. The book- 
let, “Relishes from Canned Foods,” 
is lavish with color photographs ac- 
companying the recipes, and also 
draws a star for the introduction of 
humorous little cartoons using 
mother and daughter dialog to 
build a sales story for the economy, 
health and safety of canned foods. 
Home economists, dietitians, and 
home demonstration agents are on 
the list for distribution of the book- 
let. 


Come to the Funeral, Please 

Classified columns of a South 
Carolina newspaper recently carried 
this unusual advertisement: “The 
relatives and friends of Mr. and 
Mrs. Conrad H - and Conrad 
M. H are invited to attend the 
funeral of the latter to be held at 
Ebenezer cemetery.” We've omitted 
the name of the town and the name 
of the party interred. Seems a 
little bit out of the ordinary to be 
“invited” to a funeral, but maybe 
it’s not a bad idea. Death has long 
been too formal. 


A New Testimonial 

Another classified advertisement, 
this one from the Bulletin of An- 
derson, Ind., looms as the year's 
greatest testimonial to Supersuds. 
It read: “Lost: 1 box Supersuds on 


22 street near Howe Fire Ap- 
paratus Co. Understand some one 
found it. Reward. Call 345.” 
Jottings 

Kroch’s Bookstores, Chicago, in 
current direct mail promotion for 


Van Wyck Mason's “Stars on the 
Sea,” is sending prospects the jacket 
for the new book, an idea that 
seems new to us. The printed mail- 
ing piece tells what the 
about; the illustration on the jacket 
whets one’s interest and a 
paid card makes it easy to order... 

An ingenious job-seeker, Mead R. 
Johnson of Denver, aroused our in- 
terest recently with his “pill box” 
letter of application. Seven cap- 
sules, presented in true drug store 
fashion, enclosed many slips 
elaborating briefly on Mr. Johnson's 
abilities 


as 


story's | 


reply | 


Information 
for 
Advertisers 


| The following documents may 
_ secured without charge from com. 
| panies sponsoring them, or t! ugh 
_ADVERTISNG AGE, by any nationa| 
|advertiser or advertising gene, 
| executive writing on his busines 
letterhead. 

| No. 1641. What Does the neri- 

can Undergraduate Read 

| In this booklet The New \ ker 
reports its findings in an investiga. 
| tion of the magazine reading habits 
|of undergraduates at Dartmouth, 
| Harvard, Princeton, Yale, Bryp 
| Mawr, Smith and Wellesley. Pref. 
| erenoss of the first ten mag: zines 
regularly read are listed, as well g 
| the students’ choice of one es: ontia! 
magazine. 

| No. 1642. Memphis Food _ Store 
| Route List. 

| The Commercial Appeal and 
| Press-Scimitar have issued this gro- 
pen route list, which shows chains 
and the locations of all food stores 


| in Memphis. 
| 
| No. 1643. 


Sprint. 

| Ahrens Publishing Company has 
issued this 16-page booklet, which 
|describes in detail Ahrens’ ney 
Restaurant Buyer’s Directory. The 


directory, which will appear Octo- 
ber 6 as the October issue of Res- 
taurant Management, will list 
manufacturers and supply houses, 
with addresses and trade names, for 
the products restaurants buy 


No. 1624. If a Tree Falls. 

This attractive brochure, issued 
| by Radio Station WSM, Nashville, 
| provides maps of the station’s cover- 
| age areas, and gets across its listen- 
|ership story in an interesting way. 


No. 1625. The Enjoyment of Copy. 
American Colortype Company has 

reprinted, in this booklet, a series 

|of 26 of its advertisements, provid- 

|ing an entertainingly told story of 

| its facilities and services. 

|No. 1614. An Analysis of Ohio 

Liquor Sales. 

The Cleveland Press has issued its 
\fifth annual survey of the Ohio 
|liquor market, which includes de- 
‘tailed sales information for all 
brands in all classifications, with 
data on both wholesale and retail 
| selling operations. A new feature 
of this study is a sales map with 
each county shown in proportion to 
total dollars spent for liquor during 
the year. A large map accompany- 
ing the study shows Ohio’s wet and 
dry counties. 


No. 1615. Blue Ribbon Programs. 

Radio Station WDRC, Hartford, 
Conn., has issued this file-size folder 
which itself lists market data and 
provides a coverage map of the 
market, and holds loose-leaf pages, 
each describing one of the Blue Rib- 


bon programs. The information 

gives details of each program, audi- 

ence response and cost. 

No. 1618. Why Ignorance of the 
Law Is No Excuse. 

The title of this folder issued b) 
Criterion Service harks back to the 
days when laws were posted in the 
market place and everyone was sup- 
posed to know about them. Cr! 
terion goes on to the modern coun- 
terpart, giving information «bout 
cost and circulation of displays 
in neighborhood retail shopping 
centers. 

No. 1637. The Man of Tomorrow 


in the World of Today. 

The Open Road for Boy: has 
issued this study of the youth mar- 
ket, reporting on readership « s 
magazine, and _ boys’ favorites 
among sports, foods, soft drin 
other items. Some interesting 
are tabulated concerning owne: sh!P 
and brand preferences of bi 
radios, cameras, rifles and 
products which boys use. 
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ADVERTISING AGE 13 


Biddick Makes Records Advertising Press 


Two new series of recorded 


|dramatized skits, one for optome- Linage for April 


trists and the other for auto loans, 
|have been completed by the radio ’ 
programs division of Walter Bid- Climbs to 266.700 


dick Company, Los Angeles. 


farm papers took 7,686 lines or 2.88 Ford Joins Agency 
per cent. 


Advertising publications on which 
these figures are based, with their 
individual records, follow: 


Tirey L. Ford, formerly executive 
vice-president of Swayne & Hoyt 
Steamship Company, has _ joined 
Bowman, Deute, Cummings, Inc., 
Lines San Francisco agency, as a director 
97,216 and vice-president. 


Chicago, May 7. — Promotional ADVERTISING AGE (WwW)... 


linage in the advertising press for Advertising & Selling (m).. 26,404 
Blueberry Names Hoyt April leaped ahead of the March Abprcarcided Ink (w) 30,058 In New Dress 
| Blueberry Cooperative Associa- | figures by 49,462 lines, six publica- Priters’ Ink (m).. 18,116 “National Brands News,” a 


ition, New Lisbon, N. J., packer of 
| Tru- Blu - Berries, has appointed 
|Charles W. Hoyt Company, Inc., 
New York, to handle its account. 


Raise $20,000 Ad Fund 


67,564 monthly house magazine for whole- 
. 27,342 sale grocers, published by National 
Brands Sales Corporation, Chicago, 
has been enlarged and redesigned. 


tions registering a total of 266,700 fg : aagaaataag (sm) 

|lines for last month. ‘ae (sm) . 
Newspapers, with 85,372 lines, ames 

held an easy lead with 32.01 per ° 

cent of the total. Magazines nosed Clabault to Roller-Smith 


Portable radio and walking scoreboard 
with which Gem is making a big hit in 
the Brooklyn daffiness belt. 


Gem Razor Scores 
with Ball-Crazy 
Brooklyn Fans 


New York, May 7.— “Baseball- 
wacky” Brooklyn is experiencing a 
new thrill these days, thanks to the 


keen merchandising sense of Ameri- | 


can Safety Razor Corporation, 
whose home is right in the heart of 
this diamond-daffy borough. 

The company’s advertising de- 
partment has outfitted a man with 
a portable radio set and a sand- 
wich-sign which bears a scoreboard. 
And every day the walking ball- 
park is sent on a tour of the down- 
town area to herald the new 
achievements of those unbelievable 
Dodgers. When rain interferes with 
the march toward the pennant 
while the team is on the road the 
Gem razor man will carry an um- 
brella and proclaim: “No Game To- 
day"—even if the sun is shining 
in Brooklyn. 

Introduction of the stunt yester- 


day literally tied up traffic in the) 
Brooklyn fans like | 


downtown area. 


their news and like it hot. For the 


benefit of those Dodger - worship- | 


pers who find it necessary to work 
in Manhattan, Gem will parade a 
baseball herald through the Times 
Square district and other congested 
areas 


_A 20-page book, “Indiana — The 
Center of Almost Everything,” has 
just been issued by the Indiana 
Division of State Publicity. Space 
is also being used in business pub- 
lications. 


the be 10k 


Sidener & Van Riper, | 
Inc., Indianapolis agency, prepared | 


out radio for second place, the for- 
|mer using 52,696 lines or 19.75 per 
cent of the total, compared with 


The Pioneer Valley Association 
has completed raising its $20,000 
fund to advertise recreational ad- 


vantages of Hampden, Hampshire | T@dio’s 48,608 lines or 18.22 per cent 
‘and Franklin counties in western Of the total. 
| Massachusetts. 


Business papers took 
13,006 lines or 4.87 per cent, while 


Wilfred A. Clabault, formerly in 
the advertising department of West- 
inghouse Electric & Mfg. Co., has 
been appointed advertising man- 
ager of Roller-Smith Company, 
Bethlehem, Pa., maker of electrical 
measuring and protective devices. 


Miller Names Sanger 


Miller Products Company, New 
York, has appointed Alan B. Sanger, 
New York, to handle its account. 
The company makes rubber and 
Neoprene products, protective ap- 


parels and safety devices. 


| 


By developing quickly prepared foods, labor-saving 


More time to read 


Evening Bulletin are shared by advertisers in its pages. 


--——— home appliances, easier-operating, trouble-eliminating In fact, recent surveys by an impartial research 
Arlington Named | devices—manufacturers have created millions of hours organization prove that The Evening Bulletin is pre- 
The Hobby ‘Perade. hos ‘appoinies | f extra leisure time for the American people ferred for advertising readership by more customers than 
en ieee etiekie amaaietennes cole 
for the magazine, official organ of And nowhere have their achievements found a more all other Philadelphia ential combined. | 
main unchanged. a welcome market than in the great Philadelphia territory, People buy The Bulletin fo read ... and read it to buy. 
Vana where so much family leisure is spent within the home. Put your advertising message to Philadelphians in the 
It is during this leisure afternoon and evening time newspaper that is in the majority of homes in the greatest 
that Philadelphians read their home newspaper, The City of Homes when every member of the family has | 
_— Bulletin—when they can read it thoroughly the leisure for careful reading. Z 


-OMAHA.NEBR. | 
Deity 


John J. Gillin, Jr., Mgr. 
hn Biair C epresentatives 
| " ind erated by the 


Surance Societ 
/ Y 


... When both its news columns and the advertising in 
its pages get careful family consideration. 

Reading interest for everyone, every day, has made 
Philadelphia's 


newspaper in circulation for thirty-five consecutive years. 


The Evening Bulletin leading daily 


On merit alone The Bulletin built its leadership— 
and entirely on merit The Evening Bulletin leads today. 


Naturally, reader interest and confidence in The 


Let The Evening Bulletin... with 94.9 per cent. of 
its large circulation concentrated in the Philadelphia 
retail trading area (ABC) ... give you thoroughly 
effective coverage of the profitable territory where most 
Philadelphians /ive and buy. 

The cost per reader of advertising in The Philadelphia 
Evening Bulletin is one of the lowest in America. 


Consult your advertising agency. 


Lulletin 


Copyright 1940, Bulletin Company, Philadelphia 
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Squibb 1939 Net 
of $2,060,978 Up 
32% Over 1938 


New York, May 


7.—While total 


that your company has been able, 
in the majority of instances, to 
lower prices and improve the qual- 
ity of products and hence give 
greater value to the public.” 

More than half of Squibb’s cur- | 
rent sales are on products not even 
| listed in 1920, a point which Presi- 
dent Palmer uses in demonstrating 
| the importance of research. 
|Crosley Corp. 


HEADS HORLICK'S 


1940 was $1,772,054, compared with | 470,046, compared with 
$1,581,597 for the first quarter of last year. 


—_ 


$928,118 


1939. Coty, Inc. 

* 4: Net income for the quarter eng. 
Schenley Distillers jing March 3 was $282,197. 

| Consolidated net income for the | 

| first quarter of 1940 was $1,233,011, | Cutler-Hammer, Inc. 

|ecompared with $1,061,542 for the | Net income for the quarter eng. 


comparable period in 1939. 
Loew’s, Inc. 


ing March 31 was $406,295, com. 
pared with $56,702 last ye the 


latter figure before federal ome 


of 1940 was $1,642,037, compared |Compared with $11,591,474 for the 


sales of E. R. Squibb & Sons and ; Net income for the 28 weeks end- | taxes, 
its domestic and Canadian subsidi- | Net income for the first three ing March 14 was $6,789,828, com- | : : 

i. aries show an increase of approxi- | months of 1940 was $42,807, com- pared with $6,368,847 for the same National Cash Register Co 
mately 9 per cent for 1939 over 1938, pared with $208,916 for the like period a year earlier. | Net income for the quarte: eng. 
the net profits show an increase of pertos in 1oee. Sales for the first . _ing March 31 was $480,871. com. 
more than 32 per cent The eon ,< sel = ag , 93,507,567, | Bristol-Myers Company |}pared with $484,024 for th: m 
litte mak imine don ah dian compared with $4,014,476 for the Net income for the quarter ended | period a year ago. 
$2.060.978. compared with $1 ane. | corresponding period in 1939. March 31 was $773,031, compared | 
‘oan “ean ’ pé wi 9994,= with $870,870 for the same period | Northern Ind. Public Servic: 

423 for 1938. Holland Furnace Company a year ago. For the 12 months| wet income for the year endi 
In view of these facts the annual) Net loss for the quarter ended ended March 31 the net income was | March 31 was $2,530,911, compare 
— report of Carleton H. Palmer, presi-| March 31 was $119,241, compared $2,281,946, compared with $2,505,-| with $1,941 339 yo pony pre din 
ee dent, is notable. He says: “It is | with a net loss of $158,644 for the 834 for the preceding 12-month | rear Net income for the a ao 

a of interest to note that only 17) same period a year ago. period. \> dit March 31 was $752.26: vine 
products advanced in price. We paresery ry eat one ¢ the om- 
were able, through improved proc- | Webster Eisenlohr, Inc. Brunswick-Balke-Collender — — : « fe ce ollie . 
esses, to increase the potency of Net income for the quarter ended | William H. Mathee, formerly president | Consolidated net income for Pe aa =e poe om 
ans yes without advancing | March 31 was $10,556, compared . gon & Bowne, pps y N. J, _ | first quarter of 1940 was $118,226,| Owens-Illinois Glass Co. 

1e price, and on 52 products we with a net loss of $58,867 for the #8 been appointed general manager of | ogmpared with $135,199 for the first | a Kees : : : tony 
ages the price while maintaining same period a year ago. Horlick's Malted Milk Corporation. marie of 1939. Sales for the fret | neccen a ae ply ll ws 
the same standard of potency or : |quarter of 1940 were $2,422,006, any; , ae tee ee dee 
quality. This shows that as a whole, Canada Dry Ginger Ale $3,223,965 for the same period a powell of 11.8 per cent over the — a 
in spite of higher wages and higher Net income for the quarter ended | year ago. $2,166,476 sales for the correspond- ‘ieaal 
taxation, operating costs have been March 31 was $100,124 on net sales ing period in 1939. Beech-Nut Packing Co. 
reduced per unit through increased of $3,502,315, compared with a net| Household Finance Net income for the quarter end 
efficiency and increased sales and profit of $60,444 on net sales of Net profit for the first quarter of | United Wall Paper ing March 31 was $608,540. besa 
| Net earnings for nine months | pared with $523.556 for the Sard 
. ending March 31 were $224,817.) quarter of 1939. 
7 |compared with a net loss of $22,420 ; 
for the same period a year ago. National Tea Co. 
| Net profit for the 12 weeks end- 
al | Socony-Vacuum ing March 23 was $152,761, com- 
Net earnings for 1939 were $34,-| pared with a loss of $109,732 fi 
P : tn, *. 452,710, a reduction of 14 per cent| the corresponding 12 weeks of 1939 
e e from the previous year. Commonwealth & Southem 
8 | _Monsanto Chemical Net income for the 12 month: 
aa t ions " a Net income for the first quarter ending March 31 was $13,699,732 
—- :; 
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YOUR BEST. Summday PUNCH! | 


aS 


TT 


——— 


More Sunday Circulation! 


Thon the Other 8 Southera Californie 
Sunday Popers Combined 


Glad, AT A LOWER RATE! 


One century and a half ago, Spanish priests 
trekked through waterless desert to found “The 
City of the Angels” in a hot, barren hollow! 
And now—-behold! this desert is changed into 
millions of fertile acres which make Southern 
California the richest agricultural center in the 
world. Water for irrigation is life to the 50.726 
ranches with their average land and building 
value of $19,059 . . . the highest in the nation. 
The Los Angeles Examiner has been the greatest 
single factor in bringing this vitalizing flood of 
water to the people of California: 
through its pages editorials have fought and won 
all the colossal power and water projects. Is it 


Southern 


any wonder features, editorials and advertising in 
the Examiner exert such a tremendous influence 
on the lives and buying habits of Southern Cali- 
fornians ? 


exAMineR |537,876| 92 | L 
tsqteere ttre |517,893 


Las 


climate, movies 


Angeles, like every other city, town, and hamlet ir 


and aviation There is no centralization of indust 


in Southern California 


Southe 
California, is surrounded by and exists because of agriculture. oil, 


435] LOS ANGELES EXAMINER 


Represented Nationally by the RODNEY E. BOONE ORGANIZATION 


rh 


ry 


with $1,142,264 for the comparable | Previous year. Net income for thi 
quarter ending March 31 was $4,- 
373,536, compared with $4,087,439 
| for the March quarter of 1939 


period in 1939. 
Yellow Truck & Coach 


Consolidated net profit for the | Briggs & Stratton 
first quarter of 1940 was $1,023,751 ik teeeiend dee ie veer eniie 
on net sales of $17,907,250, com- | a? aE 


|March 31 was $998,505, compared 


ar 7 . “of} q 7 77C 
pared with a net profit of $388,779 | with $820,789 for the previous yea 


t sales of $13,127,549 for the | : é 
on net sales of $13,1 pt oee for the Net income for the quarter ending 
quarter ended March 31, 1939. jellies 31 was $398,893 
Coca-Cola | with $344,188 last year. 

Surplus available for common | Minneapolis-Honeywell 


stock for the March quarter of 1940 Net income for the quarter end- 


compared 


was $5,545,666, compared with | ing March 31 was $294,704, com- 
$4,817,764 for the same period last ‘pared with $67,289 for the Mare! 
year. /quarter of 1939. 
L. C. Smith & Corona Wm. Wrigley, Jr., Company 

Net profit for the first three| Net income for the quarter end- 
months of 1940 was $123,169, com-|}ing March 31 was $2,457,835, com- 
pared with $117,664 for the first| pared with $2,193,356 in the same 


three months of 1939. quarter of 1939. 


Industrial Rayon 

Net income for the quarter ended | qRa?> PAINTS 4 a4 
March 31 was $536,547, compared \ a0 Ys) 
with $10,595 for the same period a 
year earlier. 


Procter & Gamble 

Profit for the nine months ending 
March 31 was $22,273,148, com- 
pared with $18,469,039 for the cor- 
responding period a year earlier. 
For the first quarter, ending March 
31, the company’s net income was 
$7,686,610, compared with $6,586,- 
778 for the first quarter a year ago 
and $7,634,697 for the December, 
1939, quarter. 


American Airlines, Inc. 

Earnings for the quarter ending 
March 31 were $304,053, compared 
with $23,800 in the corresponding 
quarter of 1939. The first quarter 
1940 report includes $110,024 profit 
from the sale of flying equipment. 


Tide Water Associated Oil 


Hank the Meter Reader Says: 4 
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Magazine buyer is a live 


Net income for the first quarter 6 wire, big-spending mat 
of 1940 was $3,780,220, compared wy who reads his favorit: 
with $671,682 for the first quarter Ng publication with fait! 


That | 


evel 


and keen interest. 
Outdoors 
more valuable as an ad y 
vertising medium. Let 
Outdoors Magazine prove 
itself in curren! 
campaign. Member A.B. 


of last year. 


R. G. Le Tourneau, Inc. 

Net profit for the quarter ending 
March 31 was $389,798, compared 
with $315,862 for the March quar- 
ter of 1939. 


Caterpillar Tractor Co. 
Net income for the year ending 
March 31 was $6,546,819, compared 
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with $3,355,921 for the previous 
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Franklin Adds Three 

| Franklin Advertising Service, 
Boston, has been appointed to 
handle the accounts of Auto Fisher 
Corporation, Boston, maker of an 
|automatic hook setting device for 
|fishermen; Craft Products Com- 
|pany, maker of miniature bowling 
|alleys, kayaks and game tables, and 
Terminix Company of Massachu- 
lsetts, maker of termite extermina- 
{tors. Auto Fisher will use national 
‘outdoor magazines and_ business 
|papers, Craft Products will use na- 
tional magazines, business papers 
,and direct mail, and Terminix will 
use local newspapers. 


GIVES THE FACTS 


: The Record 


for LOW Rates and MORE Electric Service 


—ntt: oe 
mm, ER pontiac _ AND MORE USE 
— g Drisheiet 


+ 
~—iSueon 46e* 4 
—— 
rt 
o come wo te tome te Ong Om 
<n ma Ow the nations! overage 


‘Higbee Joins Swan 

| Ballard V. Higbee, formerly art 
‘director of Buchanan & Co., has 
Joined Swan Studios, Chicago. 


‘Unique Dealer 


Promotions Lead 
Waterman Drive 


New York, May 8.—Sales having 
climbed 20 per cent since a 100- 
lyear guarantee was instituted six 


|months ago, L. E. Waterman Com- 
pany is planning to augment that 
|appeal with two dealer promotion 
|plans during the summer, it was 
|learned here today. 

One involves a trade-in offer by 
which newly-appointed Waterman 
‘dealers accept an old pen of any 
|'make as one-third payment for a 
1$3 or $5 Waterman. Only used pens 
lwith a 14-karat gold point will be 
laecepted, and the offer does not 


apply to the $8.50 product bearing | week basis. Both rotogravure and 


the guarantee. 


special offer will consist of 420-line | included. 


Advertising of the | black-and-white advertisements are 


Charles Dallas Reach 


insertions placed on a cooperative |Company, Newark, is the agency. 


basis by dealers. 


Magazine promotion, slated to 


The alternative dealer plan is a| make its initial appearance early 
three-day gift offer also limited to |in June, is scheduled for The Satur- 


newly-appointed dealers. 
Waterman pens 


period, except those bearing the paign, 
guarantee, a matching pencil will | annual 


be given free. The value of the 


With all |day Evening Post and This Week. 
sold during the | Like the national newspaper cam- 


it will continue until the 
back-to-school drive is 


launched in the fall. Except for 


gift pencil ranges from $1 to $4 de- ithe special dealer offers, all copy 
pending on the pen purchased. This | Will feature the guarantee. 


offer will also be advertised in 
newspapers on a cooperative basis. 

National advertising by Water- 
man consists of copy ranging in 
size from 200 to 800 lines in news- 


Consider Egg Label 

Public hearings are being held in 
Wisconsin to consider the demand 
for a state trademark label for one 


papers In major markets, and inser- | qozen capacity cartons and 30 dozen 
tions are scheduled on a once-a-'! capacity cases for grade A eggs. 


Ihe Commonwealth & Southern Corporation 
comprise: the fodlowimg clevtr 


Oper atm, .ompurnre 


One-shot newspaper insertion for Com- 
monwealth & Southern which tells an in- 
stitutional story for the utility empire. 


Lower Rates and 
More Use Is Tale 
of Utility Giant 


New York, May 8.—Presenting to 
the general public the same mes- 
sage contained in a brief recently | 
filed with a government bureau, | 
Commonwealth & Southern Cor- | 
poration this week employed news- 
paper and magazine space to tell its | 
story of reduced rates and increased 
use of electric power. 

In a message signed by Wendell 
Willkie, president, Commonwealth 
copy declared that its average elec- 
tric rate for homes “has long been 
25 per cent below the national aver- 
age,’ and that the average home | 
use of electricity supplied by Com- 


| 
monwealth companies “has long | 
been about 35 per cent above the | 
national average.”” The same in- | 


formation was contained in a brief 


recently filed with the Securities 
and Exchange Commission. 
The statement pointed out that | 


Commonwealth has steadily reduced 
rates despite rising costs of living, 
iabor and material, and “ever in- 
creasing taxes.” By encouraging 
wider use of electric appliances, it 
is Stated, Commonwealth is helping 
“to make the American standard of 


living the highest in the world” 
and “to lighten the work of house- 
Wives in an ever growing number 


of American homes.” 

The insertion is a one-shot effort 
confined to nine Manhattan dailies, 
Newsweek, Time and United States 
News. J. Walter Thompson Com- 


pany is the agency. 


Harry P. Ruppert 
elected president of the 
Ad Club, succeeding Frank Rem- 
ington. William H. Beers and Ed- 
ward M. Ogden were elected vice- 
presidents, and Warren W. Allen, 
treasurer. Glen C. Morrow is 
executive secretary. 


has been 
Rochester 


How to Get 
Rural Dealers 
Interested 


Convince them you're 
‘elling their customers 
actually doing so— 
with WNU'S 2900 coun- 
try weeklies. Nation- 
wide ...or by territo- 
rial groups. Cost is low. 
One plate. 


WNU 
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Independents in | 
Phone Business 
Told to Pool Ideas 


Chicago, May 6.—Describing the 
problem of increasing telephone 
service as a “man-sized job,” Ster- 
ling E. Peacock, vice-president of 
N. W. Ayer & Son, Inc., advised 
members of the United States Inde- 
pendent Telephone Association to 
pool their promotional ideas and 
sales methods for the good of the 
industry as a whole. 

Mr. Peacock, whose firm has | 
handled advertising for A. T. & T. 
and associated companies for many 
years, spoke before the executives’ 
conference of the association here 
Thursday. 

Mr. Peacock suggested that the 
association conduct an exhaustive | 
survey of problems facing the inde- 
pendent telephone companies and | 
the ways in which these problems 
are being met. The survey also 
should cover general business con- 
ditions as they affect the telephone 
companies, the extent to which tele- | 


phone service could possibly be | 


expanded, and the possible appeals ' and manned by a trained staff, 
to different types of potential tele- | which would serve as a clearing 


phone subscribers, he said. 


munity chest drive. 


$1,760,000 EYES 
oes ete ene 


To Patricia Anne West, daughter of Ran | 
| West, production chief of Stockton-West- | 
Burkhart, Inc., Cincinnati, went much of 
the credit for that city's successful com- 
Her appealing like- 
ness appeared on the official poster. 


Peacock said, such a division would 
stimulate advertising and advise 
members in this field; develop and 
educational 
such as films, radio scripts and 
open houses and 
similar events, and study merchan- 
dising methods of other organiza- 
tions as they might be applied to 
the independent telephone compa- 


distribute 


recordings; 


nies. 


Guenther 


|house for ideas, was also suggested. | ; , 
A permanent division of promo-|In addition to developing promo- 
tion, supported by the association | tional material for members, Mr. 


plan 


tional Hotel 


tion, for use 
during the week. 

Travel America 
with the promotion. 


Names Pettingell 
Julius Kayser & Co., 
|has appointed Pettingell & Fenton, | 
New York, to handle advertising for 
|its hosiery, gloves and underwear, 
| beginning July 1. 


Prepare Copy for 
‘National Hotel Week 


| Suggested copy layouts for Na- 
Week, June 2-8, have | 
been prepared by Albert Frank- 
Law, Inc., advertising 
agency, in cooperation with Emer- 
son Owen, national publicity direc- 
tor of the American Hotel Associa- 
by individual hotels 


Powers to Weiss & Geller 
| Thomas F. Powers, formerly with 
|Lord & Thomas, has joined the staff 
\of Weiss & Geller, Inc., Chicago, as 
|art director. 
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FULLER & SMITH & ROSS 


A sound motion picture in full 
color, produced by our film de- 
partment for The Cleveland Rail- 
way Company, has received the 
award of the Commercial Invest- 
ment Trust Safety Foundation for 
the outstanding commercial film 


of 1939 featuring traffic safety. 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 
Aluminum Seal Co. 


American Lumber 
& Treating Co. 


American Magnesium 
Corporation 


The Austin Company 
The Bassick Company 
The Bryant Electric Co 
The Bryant Heater Co 


Central National Bank 
of Cleveland 


Certain-teed Products 
Corporation 


Chase Brass & Copper Co. 


Cleveland Fruit Juice Co. 


The Cleveland Railway 
Company 


The Climalene Company 


Commonwealth Shoe 
& Leather Company 


P. & F. Corbin 


CLIENTS 


Mark Cross Company 
The Crowell-Collier 
Publishing Company 
Detroit Steel Products Co. 
B. F. Drakenfeld 
& Co., Inc. 
Emery Industries, Inc. 
Ferguson-Sherman 
Manufacturing Corp. 
Ford Tractors and 
Ferguson System 
Implements 
Firth Carpet Company 
Fostoria Glass Company 
The B. F. Goodrich Co 
Brunswick, Diamond, 
Hood and Miller Tires 
Goodrich and Miller 
Drug Sundries 
Hercules Powder Co., Inc. 
Kensington Incorporated 
of New Kensington 
Lewis & Conger 
Lincoln Bag Company 
The National Screw & 
Manufacturing Company 
New York University 
Olney & Carpenter, Inc. 
The Patterson-Sargent Co. 


The Pennzoil Company 
Plymouth Cordage Co. 
Presto Recording Corp. 


Steel Founders’ Society 
of America 


The Strong, Carlisle & 
Hammond Company 


The Trundle Engineering 
Company 


University School 
Virginia Hot Springs Co. 
The Homestead Hotel 


Westinghouse Electric 
& Manufacturing Co. 

Westinghouse Electric 
Elevator Company 


Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Company 
Westinghouse Lamp Div 
Westinghouse X-Ray Co 
West Penn Power Co. 


The WGAR Broadcasting 
Company 


White Sewing Machine Co 
WIR The Goodwill Station 


The Wooster Rubber Co 


CLEVELAND 
1501 Euclid Avenue 


Wright Heads 
Business Paper 


Association 


Hot Springs, Va., May 6.—Roy V. 
Wright, vice-president and secre- 
tary of Simmons-Boardman Pub- 
lishing Corpora- 
tion, New York, 
was elected pres- 
ident of Asso- 
ciated Business 
Papers, Inc., at 
the organization’s 
annual meeting 
held here last 
week-end. Mr. 
Wright succeeds 
Mason i Britton, 
vice - chairman, 
McGraw - Hill 
Publishing Com- 
pany, who was elevated to chairman 
{of the board, a newly created post 
|designed to maintain a continuity 
| of effort in the association’s activity. 
Other officers elected are: vice- 
| president, W. J. Rooke, president, 
W. R. C. Smith Publishing Com- 
pany, Atlanta; treasurer, Earl L. 
Shaner, president and _ treasurer, 
The Penton Publishing Company, 
|Cleveland. Stanley A. Knisely was 
| re-elected executive vice-president. 

Kingsley L. Rice, president, Tech- 


Roy V. Wright 


in addition to the following, who 
were re-elected: Andrew J. Haire, 
Haire Publishing Company, New 
York; Edgar A. Becker, vice-presi- 
dent and treasurer, The Industrial 
| Press, New York; Charles E. Price, 
| treasurer, Keeney Publishing Com- 


| pany, Chicago, and C. A. Mussel- | 


|man, president, Chilton Company, 
Philadelphia. 
| 
| 


_|L. A. Adclub Sponsors 


Essay Contest 


| As part of the Los Angeles Ad- 
vertising Club’s consumer education 
activities, Los Angeles county school 
students have been invited to enter 
|essays on the subject, “How Adver- 
tising Reduces the Cost of Living 
to the Consumer.” 

Students in high schools, junior 
colleges and universities will com- 
;pete for the three prizes offered in 
each of the three divisions. 


Alden Joins BBDO 
| John M. Alden, formerly operat- 
jing his own agency in Los Angeles 
and previously with Logan & Rouse, 
has joined BBDO’s Hollywood office 
as an account executive. 


Spencer Moves 


Don Spencer Company, publish- 
'ers’ representative for college foot- 
|ball programs, has moved to 271 


/Madison avenue, New York. 


| 


Richfield Enlists 
Hollywood Stars ip 
Gasoline Drive 


Los Angeles, May 8. — Fea! 


uring 
Hollywood celebrities in news»; my 
radio, magazine and outdoo) Opy. 
Richfield has launched a can paign 
to make it the “Gasoline of the 
Stars.” Endorsements have been 
secured from such personages ag 
Alice Faye, Bob Hope, rone 


Power, Irene Dunne, Richard Diy 
Henry Fonda, Douglas Fairban_ 
Jr., Warner Baxter and oth: 
Copy is based on motor an 
performance tests by automotive 
engineers, using motor cars of the 
stars, as compared with any othe; 
brands chosen. Outdoor posters 
changed every week, feature hug 
pictures of stars endorsing the gaso- 
line. One advertisement a week jc 
scheduled in 265 newspape s jp 
Western states and every three 
weeks a full-page, four-colo: agq- 
vertisement will appear in The 
American Weekly. Magazines be- 
ing used are Motor Land, Oregoy 
Motorist, Sunset, Washington 
Motorist, Westways and othe: 
Additional impetus is lent the 
program through the Richfield Re- 
porter nightly newscast, station 


_ posters and free photos of the stars 
nical Publishing Company, Chicago, | 
, | was elected to the board of directors 


given away at Richfield stations 
The campaign will continue into 
late fall and is handled by Hixon- 
O’Donnell Advertising Agency, Los 
Angeles. 


Idaho Cites Newspapers 
for Cooperation 

Nine newspapers have been 
awarded citations by the Idaho Ad- 
vertising Commission for “excel- 
lence of merchandising cooperation” 
with the Idaho potato and onion 
campaign during the past winter 

For “outstanding excellence” 
among papers with over 100,000 


poy the Des Moines Register 


and Tribune won the major citation 
)in their division. Honorable men- 
tion went to the Birmingham News 
& Age-Herald, Detroit News and 
Fort Worth Star-Telegram. The 
Sun-Democrat, Paducah, won the 
citation for outstanding excellence 
among papers of less than 100,000 
circulation, and honorable mention 
was given to the State Journal, 
Springfield, Ill., Peoria Star, Chat- 
tanooga Free Press and _ Dallas 
Times-Herald. Botsford, Constan- 
tine & Gardner is the agency for 
the Commission. 


Promotes Whittingham 

Norge division of Borg - Warner 
Corporation, Detroit, has promoted 
H. H. Whittingham from vice-presi- 
j\dent in charge of engineering to 
| vice-president and assistant general 
manager, supervising engineering, 
production and sales. 


| 
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; DRINK MORE MILK CBS Pacific Adds Two | Skiltul Hudson mobile manufacturers make aj|cial when he remarks, “Check up 


> 


COGPERATING 


Uncle Sam comes back into his own on 
this official poster for Dairy Month, 
which is to be held during June. 


Advertising ‘Pros’ 
and ‘Antis’ Gird 
for Verbal Battle 


New York, May 8.—Prominent 
“critics” of advertising will engage 
in a verbal combat with ‘“‘defend- 
ers” of the art in a town hall style 
meeting that will feature the 23rd 
annual convention of the American 
Association of Advertising Agencies 
at the Waldorf-Astoria hotel, May 
16 and 17. The topic will be: “To 
What Extent Should Advertising Be 
Controlled and By Whom?” 

George V. Denny, Jr., moderator 
of the Town Hall Meeting of the 
Air, will enact the same role at 
this session. Donald E. Mont- 
gomery, consumers’ counsel of the 
Agricultural Adjustment Adminis- 
tration, and Colston E. Warne, 
president, Consumers Union, will 
oppose Stanley High, author, and 
Fulton Oursler, editor of Liberty. 


Mrs. Anna _  Steese Richardson, 
Crowell-Collier Publishing Com- 
pany, will be the _ interrogator. 


Other questions will be permitted 
from the floor in town hall style. 
The meeting will be open to Four 
A’s members and invited guests. 

Attendance at the opening day’s 
session will be limited to members 
of the Four A’s. 


G. M. Makes Garrett V. P. 

Paul Garrett, director of public 
relations for General Motors Cor- 
poration since 1931, has been 
elected a vice-president. Harlow H. 
Curtice, general manager of the 
Buick motor division of General 
Motors, also was elected a_ vice- 
president. 


Arrow Appoints Lamb 
Arrow Safety Device 
Inc., Medford, N. J., has appointed 


James G. Lamb Company, Phila- | 


delphia, to handle its advertising. 


Reo Appoints Edman 

Frank L. Edman has been ap- 
pointed advertising manager of Reo 
Motors, Inc., Lansing, Mich. 


Company, | 


and reach a radio famil 
that spends */74. 000.000. 
annually in Beaumout! 


Represented b 
Luternational Radio Sales 


| James Cantwell, a partner of 
|Cantwell-Restad-Spencer, Inc., San 
Francisco art service, has 
appointed art director of the 
|\Columbia_ Pacific metwork, and 
William Shaw, in charge of tour 
|promotion and guest relations at 
ithe Hollywood offices, has been 
added to the CBS San Francisco 
|sales staff. 


Tide Water Broadcasts 
to South America 

A 26-week radio campaign in 
Spanish to South America has been 
released by Tide Water Associated 
} Ou Company over the international 
ishort wave station WGEO, Schenec- 


|tady, N. Y. The export division of 


G. M. Basford Company, New York, 


lis handling the campaign. 


| 
been | 


Thin Radio Ice 


Copy Skates Over 


Chicago, May 7.—Making adverse 
comparisons of your competitor’s 
product with your own, generally 
regarded as a cardinal sin among 
copywriters, is being _ skilfully 
accomplished by Billy Repaid in a 
15-minute news. broadcast over 
WGN, Chicago, three nights a week 
for the Hudson automobile dealers 
|of the Chicago territory. 

There is no hammering with a 
| bludgeon, however, in Mr. Repaid’s 
jcopy, which he _ writes’ himself. 
Rather he frankly makes the point 
that confused claims of rival auto- 


point-by-point comparison of spe- 
cific cars necessary in order to tell 
a real story to prospective custom- 
ers. 

Using a chatty style, Mr. Repaid 
approaches his advertising task this 
way: “You know, in my travels 
around ...I often have people come 
}up to me and ask some rather very 
definite questions about these new 
|Hudsons. Now, for example, a chap 
said to me the other day: ‘Well 
now, tell me, Bill, what do I get in 
a Hudson that I can’t get in a Ply- 
mouth?’ Whereupon Mr. Repaid 
is off to the races with his item-by- 
item story of Hudson superiority. 

The Plymouth name is not actu- 
ally mentioned again, however, 
/until near the end of his commer- 


on the things that I tell you your- 
jself if you’re a Plymouth owner.” 
|Mr. Repaid has used the same tech- 
nique in comparing Hudson with 
|\Chevrolet and he also frequently 
makes the customary general com- 
| parisons with other cars. 
Competition Calm 

Apparently the casual listener 
gets more excited about the direct 
comparisons made on the _ pro- 
|gram than the competition, since 
Schwimmer & Scott, the agency 
|handling the show, reports that 
| there have been no complaints from 
janyone. This was confirmed by a 
check with local representatives of 
|competitive cars mentioned, none 
of whom would admit the slightest 
concern over the program. 


She began 


bravely: 


“Then came another rat and carried off another grain. Then came 
Then came another rat and carried off another grain. Then came another 


Then came another rat and carried off another grain. Then came another 


We 


remember a 


tale trom 


our childhood about a 


Sultan’s wife, who was not Sheherazade, but who 


found herself in a worse predicament. She was 


obliged under pain of death to tell one tale—not 


a series of them—which would last an entire vear. 


“Once upon a time there was a Sultan, who, 


fearing famine in the 


land, built the larg- 


est granary in the world; and caused it to 


be tilled with 


corn. 


“But after a time, a rat entered the gran- 


ary and carried off a single grain of corn, 


another rat and carned off another grain. 


and carried off another grain. 


= 
— 


and carried off another grain. 


- 
— 
= 


Then came another rat and carried off another grain. Then came another rat and carried off another grain. 


Then came another rat and carried off another grain. Then came another rat and carried off another grain, 


Then came another rat and carried off another grain. Then came 


another rat and carried off another grain, 


Then came another rat and carried off another grain, Then came another rat and carried off another grain - -” 


| 
| 
| 
| 


Thus continued the 


Sultan's 


wite tor a. solid 


Sultan, wearied beyond measure, interrupted. 


month. 


At length, the 


“Why don’t you continue with the story?” he cried. “How long must 


you babble about another rat, carrying off another grain?” 


“Alas,” 


answered 


his 


wife,“ Thus far the rats 


have carried ott less 


than a single bag. And to tell the story properly, I must continue 


until the entire granary is empty.” 


Vhere is an advertising moral to the tale. We are prone to look on circulation as 


the Sultan looked on his granary 
and the individual rats 


sions on individual men and women 


It is very hard to see the individual grains 
Yet advertising consists of making individual impres- 


This fact ts particularly hard to remember in the case of Criterion 


NETVICE because each display is not just one advertisement but more 


than two thousand 


For each poster there are more than two thousand advertising im- 


pressions, CONSCIOUS OF subcons« wus, every day, carr d away one by 


one as the rats carried off the grams of corn 


\ Criterion Display is not like an advertisement in a news 


paper or Magazine where a single mmpression of the press 
makes a single Impression on a single reader 

Criterion posts displays in full color on framed steel panels on the leased walls 
of business buildings in crowded shopping centers, and every display does its job 


on a lot of people every day 


Thus by the 


simplest and most an 


mass produc tion and therefore economy 


ent means in the worl 


4 Crite rion ac hu ves 


When you think of circulation this way, you will easily understand how 
Criterion Service 1s able to deliver advertising impressions at a cost un 
paralleled in advertising history 

{ Criter dD 10 cent 


THE CIRCULATION COST IS $37.20 PI 


SERVICE 122 EK. 42nd St 


K MILLION 


7) New York» Chicago * Boston 
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May 13, 1949 


Voice of the Advertiser 


This depart 


ment is a reader’s forum. 


Letters are welcome. 


THE FORD DOG WALKS AFTER SOMETHING TO EAT 


These two "dog" boards, side by side, 


A Couple of Dog Posters 
Get Tangled Up 


To the Editor: Ford may think 


the dog is snooty about his boss 
owning a Ford, but isn’t it more 
likely he is really “going for” 
Meteor? 

The enclosed picture shows the 
rather odd coincidence that hap- 


pened in our Meteor dog food cam- 
paign in Milwaukee. We thought 
perhaps you might like to repro- 
duce this picture with a caption} 
something like this: “Dog thinks: 
Ford or Food?” 

Meteor dog food is a new product 
produced by our client, Herbert A. | 
Nieman & Co., Thiensville, Wis.— | 
world’s largest producer of silver | 
foxes. Milwaukee is our first mar- | 
ket, and we are using newspapers, | 
radio spot announcements and out- 
door advertising. 

H. M. McCarcar, 

George H. Hartman Company, | 

Chicago. | 

a a } 
Runs Reply Envelope 
in Space Advertising 

To the Editor: Advertisers of 
many products may find interesting 
possibilities in a novel adaptation 
of the business reply envelope, for 
publication advertising, which was 


suampoded juepioy 
aassauua] ‘eBoournryy) 
PuIpying Jeproid 
“@) 2208sNsa] JUAPLoy 
par ayr] yuaptaosy aqy 
“AG Aivd 3B TUM 39ViSOd>y 


| GAOTHANT ATdaa SSawisnd 


eh) Peeeruite 


PROVIDENT ACCIDENT DEPARTMENT: 


Please send me information about your 
Franchise Disability Plans — the modern 
way of merchandising Accident and Health 
insurance 


Address 


Wi you're interested clip out end ese this 
handy form epon which we per the pesrege 


originally created and used by us 

The object sought was to provide 
readers who might be interested in 
a quick method of sending an in- 
quiry to the advertiser while the 
thought was actually in mind, and 
with a minimum of effort. 

As the illustration shows, the 
device consists merely in what is 
tantamount to the two outside por- 
tions of a business reply envelope, 
were it slit open along one end 

It will be noted, that 
the actual inquiry message reaches 
the recipient upon the outside of 
the envelope, as the inside, of 
course, is covered with other adver- 
tising matter, since it falls upon the 
opposite page of the publication in 
which the advertisement appears 


however, 


| Black, 


~ 


His bo 


ss Owns 


~ 


EL TELE: SE 


“FORD 6, 


have created unusual interest in Milwaukee, where they are currently being shown. 


Business reply card inserts are| was quite sensational in terms of | 


not very new, or cards which may 
be taken from the cover of a maga- 
zine, where perforation is provided 
to make this easy. But it is be- 
lieved that this is the first time in 
which an advertiser has developed 
the business reply envelope in just 


| this manner, to be used in publica- 
|tion advertising. 


Permission of the Third Assistant 
Postmaster General, Mr. R. 5S. 
was sought and obtained 
before the new type of reply envel- 
ope was adapted to publication 
advertising. As yet, we are unable 
to release definite figures upon the 
response secured. 

BART LEIPER, 

Manager Advertising and Sales 

Promotion, Provident Life and 

Accident Insurance Company, 

Chattanooga, Tenn. 

v,wy 
Strange Doings 

To the Editor: Here’s one to put 
down in your Coincidence Depart- 
ment. 

On May 1, out came The Satur- 
day Evening Post with an article 
on Senator Taft, illustrated with a 
picture of Taft reading the Wash- 
ington Post. 

The same evening Kay 
played the “Washington 
March” on his radio program. 

Isn't it a shame the promotion 
department of the Washington Post 
can’t claim any credit for all this 


Kyser 


Post 


publicity? 


RAOUL BLUMBERG, 


General Promotion Manager, 


The Washington Post, Wash- 
ington, D. C. 
very 


Editorial Style 


To the Editor: Thought you'd be 
interested in the Noxzema ad which 


| appeared recently in the New York 


News. 
Obviously, it is not practical to 


oa e 


"Wonder Cream Makes 
Big Hit in New York 


LOVELY MOSEL 
TELLS SECRET Wm las © bate 


run ads in all cities, but we have 
used individual local news ads in 
some of our major markets for 
Noxzema. The reaction to this par- 
ticular advertisement in New York 


consumer and dealer reactions. 
R. F. SULLIVAN, 
Ruthrauff & Ryan, Inc., New 
York. 


v Vv v 
Kenneth Collins Half Right 
on Writing Copy 
To the Editor: Mr. Collins has the 
right idea about checking copy— 
but I think he is only half right 
(ADVERTISING AGE, April 29). Of 
course, “How You Say It” is most 
important, but equally important is 
who says it. 
Hitler’s words command attention 
because Hitler utters them. Put the 


{same words in the mouth of a Ger- 
man corporal and they would pass 
unnoticed. It’s the same way with 
advertising. Dupont’s new hose, 
nylon, already has a_ tremendous 
demand even before it is on the 
market. A little manufacturer 
would have a hard job to launch a 
/new hose. 

| Incidentally, what may strike Mr. 
Collins as good may appear of no 
| good to someone else with different 
ex perience. 

| For instance, I think he errs in 
|selecting Hudson’s “Torture Test” 
las a winning phrase. To many per- 
|sons it suggests their torture, not 
|\the car’s, reviving the many sad 
experiences they had on the road. 

Similarly, “They were tired of 
beauty,” doesn’t interest me. _ I 
don’t care what they were tired of, 
because I’m too tired myself to read 
about their fatigue. 

I agree with Mr. Collins that ad- 
vertising is an art, and should be 
created with the freedom of art in- 
stead of the rigidity of mechanics 
—but I still believe that hunches 
should be secondary to sound think- 
ing. There are bad artists as well 
‘as good ones, and even the good 
ones have their “off” days. So 
what’s the harm in having a meas- 
uring stick handy when needed? 

PERCY JAQUES, 

Jaques Tested Advertising, 

Providence, R. I. 


v v v 
Fair and Unbiased 

To the Editor: I just read your 
report of the second national con- 
ference on consumer education at 
Stephens College and want to tell 
you that I think you did an excel- 
lent job. Your report is fair, un- 
biased and well written. 

Also I received a copy of your 
analysis of the consumer movement 
which seems to me to be pretty 
closely in line with facts. Since 
there are no complete surveys, it 
is impossible to get accurate figures 


— ~ 


about the number of students 


\ ‘King 
consumer courses or even the num. 
ber of schools offering such courses 
Evidently you did not take yoy, 


“facts” from Mr. High’s artic}, 
Lopa MAE Dav: 
San Mateo Junior Colleg; 
San Mateo, Cal. 
>? 9 
Pillar Rocking 
To the Editor: The pillars of 
the temple are rocking .. . th 
clock on the vault steps up its 
tempo ... the white carnatio 


Did You Ever Hear 
a Banker Called a “Good Guy 


fy 
Oi 


Girard Trust Company 


|hind the frosted glass give way to 
\“Oh you kid!” lapel buttons. 
Why? Because one of the largest 
repositories of good, old hard cash 
in the city of Philadelphia takes its 
hair down, defrosts the frosting on 
the glass partitions and says, “We 
|} wanna go out and play with the 
| other boys.” 
| Thought you might like to see 
| the enclosed from this morning's 
| Philadelphia Inquirer stock market 
page. 


— 


GAR YOUNG, 
Ardmore, Pa 


Early Morning Listeners 


Start a New 


THE PRAIRIE FARM =| 1 


THAT PROVES IT 
AGAIN — 


WLS GETS 


: 
‘e/ IN 


dimes 
within 
In the 


t 


a Pa, ar, 


ONE WEEK 


Wednesday, April LO, at 7:00 a. m., 
on Julian 


Bentley's WLS newscast 


(too early for an audience?), WLS an- 
nounced a new, up-to-«late war map, 
available to listeners at 10 cents a copy. 


In the noon mail the same day, 100 


mailed 
thirty minutes of the broadcast. 
2:30 p. m. mail were 150 more: 


were received — many 


and within a week 30,000 were received. 

Again WLS proves that its listeners 
respond—quickly and definitely—and 
that any time is a good time—if the 
program is good and the station has 
built a loyal and dependable audience. 


ages a a Pte 
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Brown & Williamson 
Revamps Air Shows; 
News for Gillette 


Ne York, May 8. — Reflecting | 
the continued interest of the public 
in news of the European battlefront, | 


Gillette Safety Razor Company will | 
take er “Elmer Davis and the 
New heard since last September 
as a sustaining feature of the Co- 
jumbia Broadcasting System. Davis’ 


news analyses are heard seven eve- 
ning week from 8:55 to 9 p. m. 
and Gillette will sponsor the broad- 
casts on Friday and Sunday over 89 
stations, in behalf of its Blue blades | 
and the new Gold Tech razor. 
Maxon has the account. 


“Show Boat” Returns 


“Show Boat,” famous radio pro- 
gram which has not been heard | 
since 1937, has again begun to sail 
over the air waves under the spon- 
sorship of Brown & Williamson To- 
bacco Corporation for Avalon 
cigarets The first “Show Boat,” 
named after the novel by Edna Fer- 
ber, was sponsored by General 
Foods Corporation for Maxwell 
House coffee. Brown & Williamson 
has dropped “Avalon Time” and is 
airing the new program Friday 
from 9 to 9:30 p. m. over 79 sta- 
tions of the Blue network of the 
National Broadcasting Company. 

The change in the Avalon pro- 
gram follows other shifts in Brown 
& Williamson radio entertainment. 
“Plantation Party” has been shifted 
to the Wednesday night spot for- 
merly occupied by “Avalon Time,” 
and “Home Town Unincorporated,” 
a Sunday night show, has been 
dropped “Uncle Walter’s Dog 
House” continues Tuesday night for 
Raleigh cigarets. Russell M. Seeds 
is the agency. 


“Straight Shooters” Revised 


Ralston Purina Company, which 
took “Tom Mix Ralston Straight 
Shooters” off the air for the sum- 
mer April 26, will return with the 
same program Sept. 30. The daily 
program, on behalf of Ralston 
cereal, will be heard from 5:45 to 
6 p. m. on 50 stations of an NBC 
Blue network. Gardner Advertis- 
ing Company directs the account. 


Firestone Renews Music 


Firestone Tire & Rubber Com- 
pany has renewed its musical pro- 
gram, one of the oldest NBC com- 
mercials, effective June 3. Featur- 
ng Richard Crooks and Margaret 
Speaks, the program will continue 
to be heard on Monday from 8:30 
to 9 p.m. over 53 NBC Red stations. 
Sweeney & James Company is the 
agency 


Ford Goes “Summery” 


Ford Motor Company will launch 
Summer Hour” May 19, substi- 


tuting a musical variety program 
for the symphony orchestra. Jessica 
Dragonette will be the featured so- 


The program will continue 


BUYING POWER! 


Baltimore Index-126 | 
National Index- 100. 


According to 
SALES MANAGEMENT'S Survey 
of Buying Power--April 15, 1940 


RATIONAL REPRESENTAITVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK | 


on Sunday from 9 to 10 p. m. over, uled for three weeks, the program To Issue “Restaurant 

82 CBS stations. N. W. Ayer & Son is aired daily from 1:30 to 1:45 B ’ Di ct rie 

is the agency. p. m. over six stations of the CBS pr 3 re ory . se 
Pacific network. Neisser-Meyerhoff New York bd a Prod 
is the agency. Buyer’s Directory, listing manufac- 


Serials Renewed turers and supply houses ir 

” s é ‘ uses, thei 
Um + av “16 "as or : . . ’ 

newed “Play Broadcast” for another names, addresses and trade names. 


13 weeks over the Mutual network. General Mills, Inc. has  re- jn addition to editorial matter. 
The program, an audience partici- newed five daily serial programs, The directory will be published 
pation quiz show, is heard Mon- effective June 3. Broadcast at 15- as the October issue of Restaurant 
days from 7 to 7:30 p. m., CDST. minute intervals beginning at 2 Management, another Ahrens pub- 
Neisser-Meyerhoff, Inc., is the Pp. m., the programs are aired over lication, with the same advertising 
agency. “ 28 NBC Red stations. They are rates. Distribution of 20,000 is 
“Arnold Grimm's Daughter,” “Betty guaranteed. Ahrens also publishes 
Catalina On Air Crocker.” “Hymns of All Cian * tar Management and Hotel World 
Wilmington Transportation Com- “Valiant Lady” and “Light of the —— ‘ : 
pany, a subsidiary of William Wrig-! World.” With the exception of : 
ley Jr. Company, has begun a pro- “Valiant Lady,” which is handled Enro noes Repeeyer 
gram, “Santa Catalina Fun Quiz,” by Knox Reeves Advertising, the ),. appointed M_ R. Kopmeyer 
in behalf of Santa Catalina Island, programs are directed by Blackett- ; 


Company, Louisville, to handle its 
off the coast of California. Sched- Sample-Hummert. advertising. 


Illinois Meat Renews 


Illinois Meat Company has re- 


“Chem & Met” and “Food 
Industries” Rates Up 


Chemical & Metallurgical Engi- 
neering and Food Industries have 
announced an increase in_ space 
rates, effective July 1, 1940, which 
will allow payment of a 15 per cent 
commission to recognized advertis- 
ing agencies. The announcements 
point out increased publishing, edi- 
torial and circulation costs. 

This is the first change in Chem 
& Met’s rates in 13 years, and the 
only change in the rates of Food 
Industries since the dropping of the 
charter rates in 1929. 

Names Dillingham 

Sales Affiliates, Inc., New York, 

has appointed Dillingham, Liver- 


|more & Durham, New York, to di- 


rect advertising of Loxol and Wisk. 


LST as you 


outgrew juvenile pride in toe casualties, and learned to put your best 


foot forward, you have learned to keep the hurts of the depression from 


showing in your printing. Now you select real talent instead of toler- 


ating mediocre ability in art, engraving, and printing. And there's final 


proof that advertising judgment really has grown up, when you insist 


upon Champion paper, the most complete line of fine enamels, uncoated 


book, offset, cardboards, posteard, and envelope. 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI 
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Clean Copy or 
Have It Cleaned, 
Says Cunningham 


More Regulation in 
Store, Affiliation Is 
Warned 

Buffalo, May 6.—More_ rather 


than less government regulation of 
advertising is in prospect, particu- 
larly if the proposed Federal De- 
partment of the Consumer mate- 
rializes. This is the view of Gerald 
W. Cunningham, general advertis- 
ing manager of Sears, Roebuck & 
Co., who headlined the retail de- 
partmental at the convention of the 
Advertising Affiliation here. Mr. 
Cunningham urged his audience to 
meet the consumer more than half 
way in giving her the factual infor- 
mation on which she is placing so 
much emphasis. 

Mr. Cunningham shared the retail 
departmental program with Harold 
Hecht, president, William Hengerer 
Company, Buffalo department store. 
Mr. Hecht made a wistful plea for 
more effective advertising, and de- 


nied the allegation that powerful 
competitors, operating from low- 
price stores, have been successful 


in efforts to bring about “the dis- 
integration of Main Street.” 


Must Please Consumer 
Mr. Cunningham said that the 


days when all that was necessary 
to make advertising effective was a 


good slogan are irrevocably past. | 
The current demand for informa- | 
tion, based on “the consumer’s | 


desire for more than she can afford,” | 
calls for a completely different type | 
of copy. Mr. Cunningham urged 
that retail advertising “be the same 
in print as across the counter,” and 
that it present evidence rather than 
rhetoric. 

He warned his audience that the 


chandise, too, is under fire, the 
working man no longer being will- 
ing to buy overalls three sizes too 
large in anticipation of the inevi- 
table shrinkage of the goods for- 
merly put into them. 

“‘Ordinary’ advertising is the 
hardest kind to produce, but it rings 
the cash register,’ commented Mr. 
Cunningham, repeating the advice 
of many leaders in the copy field to 
study the simple, almost illiterate 
style of many of the contributors to 
the Old Testament. 


Intrinsic Value Neglected 


Mr. Cunningham said that the 
current tendency to buy low-price 
merchandise is the fault of adver- 
tisers, who have failed to explain 
the intrinsic values of expensive 
goods. It is easy to win attention 
in advertising, but hard to make 
the sale. The job before retailers 
is to convert the “lookers” into 
buyers. He asserted that a state- 
ment of fabric content has proved 
successful in advertising and that 
the same analytical copy must be 


used for other lines. Not one but 
many reasons must be given to | 
show the superiority of a $1.49 | 


hammer over the 48-cent variety. 


Adjustments take a_ staggering 
sum out of the retailer’s cash 


drawer, he continued, and advertis- 
ing men can get a liberal education 
by sitting in at this department for 
a few hours. 

“The time has come 
have got to know as 
the merchandise as we do about 
advertising,” he concluded. “These 
facts may be hard to get, but they 
must be dug out. This situation 
points to the need for more time 
for copy preparation. There is going 
to be less extemporaneous writing 
in retail advertising in the future.” 


when 
much 


we 
about 


Views on Radio 


| 
In reply to questions, Mr. Cun- 


ningham said that many 
Sears, Roebuck & Co. use radio as 
well as newspapers and circulars, 
each having complete supervision 
of its own copy and media. His 
own opinion, however, is that radio 
still has a selling job to do to recon- 


stores of | 


PRESIDENT CANDIDATE 


ra SN 4 


TALKS TO ADVERTISERS 


s 
~ 8 


“uf 


Senator Taft of Ohio addresses the Advertising Affiliation meeting in Buffalo, 


the Affiliation, 


while Don Allshouse, Northern Equipment Company, and retiring president of 


listens carefully. 


itising as an essential part of radio, 
he asserted. 

In response to another query, Mr. 
Cunningham said that Sears, Roe- 
ibuck & Co. distributes 100,000,000 
ipieces of sales literature annually. 
'The company also conducts a con- 
|stant program of education of sales 
people, supplemented by informa- 


tive labeling. Properly’ written 
advertising contributes to the effi- 
ciency of salesmen as well as 


jenlightenment of the buyer, he said. 
He closed with the warning to 
|“clean up advertising or have it 
cleaned for us.” 


Called Strategy Defective 


Mr. Hecht, youthful head of a 
Buffalo department store, said that 
many such establishments have lost 
jsight of the basic principle that all 
ladvertising must appeal to the spe- 
cific audience to which all 
| operations geared. Some 


store 


are de- 


. . P : | r . 
snowball of resistance to generali-|cile many listeners to commercials. | partment store copy has a Waldorf- 


ties is steadily increasing. 


Mer- |The public does not regard adver- 


Astoria atmosphere one day and a 


NEW 


OWNERS AND 
OPERATORS OF 


KENTUCKIANA 


CAR SALES 


» eae 
» 1939-31336 


.,. and remember that every day you reach 
95% of the homes in the market's metropoli- 
tan center, a city of more than 350,000, and’ 


that every Sunday, one out of 


‘7 


families in the entire Kentuckiana area read - 


She Conrier-Zournal 
THE LOUISVILLE TIMES 


catemmgeaiaas ST ; ita scccomal by THE BRANHAM CO. 


WHAS “5. 


every three 


flop-house appeal the next, he 
asserted. 

His store has adopted the copy 
testing idea and proposes to do 


jeven more experimental advertising 
‘in the future. He 
cost of advertising is two or three 
times the net profit made by the 
javerage department store, an in- 
|erease of 20 per cent in efficiency 
would result in a 50 


per cent in- 
crease in profit. 
Responding to questions, Mr. 


| Hecht blamed national advertisers 
|for failing to notify local distribu- 
tors of impending campaigns, often 
making it impossible for the retailer 
}to tie in properly. He said that the 
greatest fault of national advertis- 
ing is failure to concentrate copy 
where distribution is available. 
The meeting closed on a highly 
competitive note when aée radio 
salesman said that since radio can 
offer a larger potential audience 
than any other medium, why don't 
department stores use it more? The 
|statement was sharply contradicted 


by a newspaper representative 
|present. Mr. Hecht contented him- 
self by saying that department 


stores are not good at entertaining 
and insist on 
| their promotion. 


Dorfman Joins Bachford 

Earl W. Dorfman, formerly design 
director of Robert Wolff Woodcraft 
Corporation, is now associated with 
Bachford Mfg. Co., 54 E. 11th street. 
New York, where he has established 
the Dorfman Studios as consultant 
in point-of-sale display for national 
distribution. 


Gets Chef Boiardi 

Chef Boiardi Food Products Com- 
pany, Milton, Pa., packer of Chef 
Boy-Ar-Dee spaghetti dinner and 
other specialties, has placed its 
account with McJunkin Advertis- 
ing Company, Chicago. Leroy Kling 
is account executive. 


also illustrations in 


Evans Sells WSPA 


Virgil V. Evans, Spartanburg, 
S. C., has sold radio station WSPA, 
Spartanburg, to Spartanburg Ad- 
vertising Company for $30,300, 
| subject to the approval of the Fed- 
eral Communications Commission. 
Walter Brown, vice-president and 
general manager, will continue in 
charge if the sale is approved 


Joins St. Georges 

Alfred A. Anthony, formerly with 
Lord & Thomas, Benton & Bowles, 
and Federal Advertising Agency, 
has been named art director of St. 
Georges & Keyes, New York 


Nose-Appeal in Louisville 


Mint-scented mint 
tisements were run by 


ady eT- 
Brown- 


julep 
the 


Forman Distillery Company in the 
Louisville Courier-Journal and 
Times of May 1 and 4 
Burnett Names Love 

Leo Burnett Company, Inc.. Chi- 


cago, which recently established a 
branch office in Atlanta, has named 
Jim Love, Atlanta advertising man, 
as Southern territorial manager 


—— 


Admen Become 
‘Thespians in 
Tronic Playlet 


| Buffalo, May 6.—Picking the 
papers as it was done in the olg 
days was described at the annua] 


| 
| 


‘burgh delegation by means 


banquet of the Advertising Afi\lia- 
tion Saturday night by the Pitts. 


play, “Whistling in the Dark.” 
“The scene of our little drama,” 
the program informed the audience, 


i*is the office of Oscar Twiddle, ad- 
\vertising manager of the Wigzles- 
;worth Whistle Works, Inc., world’s 


leading manufacturer of whistles 


|for steam boats, locomotives, fac- 
tories and fire engines, whose 
|slogan is ‘The more we blow, the 
less our competitors give a hoot.” 

The play started with the adver- 
tising manager getting a memoran- 


said that since | 


dum from the president, apparently 
authorizing a $50,000 camp: ign 
Then the parade of space salesmen 
started. Jerry Cullison, advertising 
manager, National Fireproofing 
Company, played the role of Oscay 
Twiddle. Frank Steel, space ped- 
dler for “Iron Rust Publishing 
Company,” was portrayed by Keith 
Kellenberger, advertising manager, 
Union Switch & Signal Company 

“Flat” Wheeler, space salesman 
for “Aged Railways, Inc.” was rep- 
resented by Les Gaupp, Pittsburgh 
Steel Company, while the role of 
B. Van Yapp, representing ‘“Mc- 
Grow-Shrill Magazine Corporation,” 
was filled by Jim Coullie, Chatfield 
& Woods Company. E. Timothy 
Giles, vice-president of Ketchum, 
MacLeod & Grove, Pittsburgh 
agency, played the role of Wesley 
Wigglesworth, the client. The fem- 
inine interest was provided by 
Yuthud Langsdale, and Ed Murphy 
portrayed the office boy. 

After the advertising manager 
had been driven to the expedient 
of throwing darts to determine who 
got which space, if any, the sad de- 
jnouement came. It seemed that 
Mr. Wigglesworth merely wanted 
to spend $10 in the school program 
to celebrate the graduation of his 
son, a chip off the old block 


Wettlin Forms Agency 


Dan Wettlin, Jr., has resigned as 
space buyer of Jerome B. Gray & 
Co., Ine., Philadelphia, to form his 
own agency in Camden, N. J. 
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U).5. Failed in” 
Reconstruction, 
Says Canadian 


Buffalo, May 6.—-“The world 
would not be in the mess it is in 
today if the United States had been 
as and generous and far- 
sighted in the 20 years of post-war 
reconstruction as it was in the war 
itself.” 

This is one of the interesting ex- 
cerpts from the address of Floyd S. 
Chalmers, editor, The Financial 
Post, Toronto, at a Canadian session 
of the Advertising Affiliation’s con- 


s se 


yention held at the Saturday lunch- | 


“THEY CALL ME THE 


diminutive Margaret 
business manager of Mar- 
Toronto, was the other 
representative on the 


eon The 
Brown, 
keting, 
Canadian 
program. 

Mr. Chalmers’ subject was ‘“‘Can- 
ada at War,” and he gave himself 
the task of telling why Canada is 
in the war, what Canada is doing 
about the war and what the war 
may do to Canada. He said that Can- 
ada hopes for a short war, but is 
preparing for a long one and it 
does not think the war will be won 
by million-dollar rewards tossed 
from front page to front page by 
“headline seekers.” 


Job for Everybody 


Miss Brown said that too many 
advertising men are joining in the 
anti-advertising chorus. She urged 
them not only to desist from mak- 
ing disparaging remarks about com- 
petitors’ copy, but to make a re- 
ligious effort to sell all doubters 
with whom they come into contact. 

She endorsed the efforts of Elmer 
Wheeler to put more adroit selling 
phrases in the mouths of retail per- 
sonnel, saying there is a crying 
need for improvement in this re- 
spect, as well as in actual knowl- 
edge of products. While ‘“‘That hat 
does something for you” will usu- 
ally not arouse antipathy in the 
feminine breast, an even more po- 
tent phrase is, “You do something 
for that hat!” 

Miss Brown said that she bought 
her first car some years ago, but 
never again heard from the dealer, 
though she has invested in several 
replacements. Even when she in- 
vaded display rooms to look at cars, 
she found salesmen ignorant of fea- 
tures which appeal to women, she 
said. She suggested that retail car 
salesmen need to follow the adver- 


using of manufacturers more 
closely 


Salesmanship in Insurance 


Discussing sale of insurance, she 
Said that the representative who 
makes and maintains contacts with 
young men and women just getting 
a foothold in business is laying a 
Solid foundation for success. She 
said she bought her first policy 
when an insurance salesman asked 
her this question: 

“Can you guess within 25 cents 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


the amount of 


money in your 

purse?” 
Miss Brown admitted that she 
couldn’t and had no defense left 


when the salesman offered a policy 
which cost 25 cents a day. 

She said thé best way to find out 
what is wrong with sales letters is 
to ask the prospect who has been 
getting them. 


Leon Morgan Elected 
Buchen Vice-President 


Leon Morgan, since 1937 an ac- 
count executive with The Buchen 
Company, Chicago, has been elected 
vice-president. 

He has been advertising and sales 
promotion manager of several com- 
|panies and has been in advertising 
agency work since 1926. 
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Murder, Inc., or 
How to Capitalize 
on Radio Titles 


New York, May 9.—Because of a 
routine precaution taken last De- 
cember by Bill Tuttle of Ruthrauff 
& Kyan’s radio department in copy- 
righting the title of a broadcast, 
the agency may some day receive a 
sizable check from a Hollywood 
film studio in return for rights to 
a movie title of the future. 

The episode of “The Shadow” 
serial which was broadcast Dec. 17, 
1939, was entitled “Murder, Inc.” 
According to regular custom, Mr. 
Tuttle arranged for the title to be 
‘registered at Washington. The pro- 


gram is heard over the Mutual 
Broadcasting System under the 
sponsorship of Delaware, Lacka- 
wanna & Western Coal Company, 
whose agency is Ruthrauff & Ryan. 

Since then, New York papers 
have been full of news concerning 
crime revelations in Brooklyn. A 
mob of gangsters has been shown 
to have committed murder for a 
price. The businesslike basis upon 
which the gang operated inspired 
feature writer Asa Bordages of the 
World-Telegram to dub the organ- 
ization “Murder, Inc.” 

The World-Telegram has used the 
title in headlines and stories almost 
daily, and other papers and radio 
news commentators have picked it 
up. It is reported in film circles 
that the activities of the Brooklyn 


mobsters are being considered by 
several producers as the theme for 
a picture, with “Murder, Inc.” re- 
garded as the logical title. 


Issues “Homes Data Book” 


The National Home Builders Bu- 
reau, Inc., New York, publisher of 
Small Homes Year Book for con- 
sumers, has brought out the Small 
Homes Data Book as a reference 
manual for lumber and _ building 
material dealers, their architects 
and contractors. 


Golden West Appoints 


Golden West Products Company, 
maker of peanut butter, jams and 
jellies, has appointed Brooks Ad- 
vertising Company to handle _ its 
advertising. Newspaper and direct 
mail promotion is contemplated. 


| THE GREAT STATIONS 
_ OF THE GREAT LAKES 


Farmers within 


the Great Lakes. 


Horseshoe” will reap an income 

of one billion dollars this year. 

Two great radio stations can sell 
them your products! 


Political orators shout themselves hoarse 
on “the farm problem.’ 
But you don’t hear quite so much about it 
in the ‘‘Golden Horseshoe,"’ that money- 
making, free-spending empire blanketed 
by WJR Detroit and WGAR Cleveland. 

One out of every ten of the nation’s 
farmers lives within these boundaries. 
Modern red barns dot the landscape. 
Mechanized units hum at their tasks. 
Here is one of the most prosperous areas 
of the productive Midwest in which 40% 
of total farm income is produced. 

That line on your sales chart tabbed 
“the farm market’’ represents the largest 
single market in the world. And, to help 
send that curve upward, make certain 
your plans include the Great Stations of 


‘ Of course it exists. 


WIR 


THE GOODWILL STATION 


Dll 


the “‘Golden 


THE FRIENDLY STATION 


Cheeelland 


Basic Stations . . . Columbia Broadcasting System 
Edward Petry & Co., Inc., 
National Sales Representatives 
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Reduce Turnover 
of Salesmen by 
Aptitude Tests 


Insurance’ Director, 
Agency Head Address 
Affiliation 


Buffalo, May 6.—How the Union 
Central Life Insurance Company 
has modified and simplified the 
aptitude tests developed by the Life 
Insurance Sales Research Bureau 
was related by Wendell F. Hansel- 
man, superintendent of agencies for 
the big Cincinnati company, at the 
direct selling departmental of the 
Advertising Affiliation Saturday 
afternoon. Jack Knabb, head of the 


Rochester agency of that name, 
shared the direct selling program 
with Mr. Hanselman. Direct mail 


and industrial departmentals also 
were held during the convention. 
Eleven insurance companies pro- 
vided data to the Life Insurance 
Sales Research Bureau, which coor- 
dinated personal history with sales 
results to determine significant fac- 


|tors. The Union Central checked 
ithe Bureau’s aptitude test with its 


own experience and made a num- 
ber of changes. 


Weeding Out Unfit 


The ten factors on which appli- 
cants for sales work are employed 
or rejected are as follows: 

1. How long has applicant lived 
in that community? 

2. Education. Union Central likes 
college men, though the Bureau be- 
lieves higher education is not a 
requisite to success. 


3. Marital status. Married men 


| $2,500 to $15,000, he is not likely to 


be able to sell insurance to others. 

8. Living expenses. This ques- 
ition has some relation to the fifth 
| question. 


9. Organizations and clubs. The 


good mixer is usually a better sales- | 


}man than the lone wolf. 


10. How long did it take the 


applicant to make up his mind to} 


enter the insurance field? One year 
|is supposed to be the ideal interval 
between dawn of the idea and 
action. A shorter time is supposed 
to indicate a tendency to snap judg- 
|ment, and a longer, vacillation. 


have a three-to-one chance for suc- | 


cess aS against their bachelor con- 
temporaries. Children are an asset 
up to three in number, after which 
they militate against the father’s 
chances for effective work. 

4. Nature of previous’ work. 
Office workers and professional men 


|rarely succeed in selling insurance. 
Executives are the most proficient 


insurance salesmen, followed in 


order by proprietors of retail busi- 


nesses and salesmen of intangibles. 
5. Previous income. Men accus- 


j}tomed to a fairly high standard of 


living usually make the best sales- 
men. 
6. How long last job was held. 
7. Amount of life insurance car- 
ried. The Union Central has found 
that unless the applicant owns from 


Plan Proves Efficiency 


A certain number of points is 
given for each question and the 
total number of points provides the 
answer. Effectiveness of this for- 
mula is indicated by the fact that 
jof 100 salesmen who ranked low 
‘in the rating, only 12 survived for 
two years, while of 100 whose aver- 
age was good or high, 51 survived. 


| The first class wrote an average of | 


1/$105,000 during the two years; the 
second, $219,000. In spite of all of 
(this, Mr. Hanselman said that the 
|final answer has not been secured. 

Mr. Hanselman said that selection 
of sales managers is even more 
difficult than picking salesmen who 
‘are likely to be successful. 
Union Central has developed this 


building. 


Polk & La Salle Streets 


OUR PLANT AT 


tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 
housed in this modern, fire-proof 
Orders of any size can 
be handled efficiently and promptly. 
Located within easy walking dis- 


tance of Chicago's Loop district, it 


drop in at our office and discuss 


their printing plans with us. 


PRINTING PRODUCTS CORPORATION 


Boa 


=p 


124 WEST POLK 


A Center of Printing Activity 


Complete facilities for the produc- =— 


let, 


the 


STREET 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. 
a Catalog, Publication, Book- 


of advertising literature, from 


each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
is most convenient for buyers to to 


your next job of printing. 


Be it 
Broadside or other form 


very first step to the last, 


cooperate with you on 


CHICAGO 


The | 


interesting code of requirements: 

1. Must be mentally honest; 2, 
must have industry; 3, must be in- 
telligently ambitious; 4, must have 
previous sales experience, prefer- 
lably in the insurance business; 5, 
ijmust be able to organize his own 
jtime as well as that of salesmen; 
'6, must have leadership ability, 
comprising knowledge of human 
nature, ability to rise above tem- 
porary setbacks and to _ inspire 
salesmen; 7, must be loyal to his 
| company and his men. 
| Men who have been sales man- 
“agers in other fields rarely succeed 
in the same role in insurance, unless 
|they start at the bottom, Mr. Han- 
|selman said. The best source of 
sales managers is promotion of suc- 
lcessful salesmen and field super- 
|visors. The latter act as liaison 
men between the field agents and 
home office and thus acquire a 
knowledge of the viewpoints of 
both organizations. 


Pointers on Selling 
Mr. Knabb said that resourceful- 


lness is the hallmark of the real 
salesman. He learned this fact 
early in life when as a newsboy 


selling papers in the streets, he dis- 
covered that calling the name of 
the paper was not enough—a hot 
|headline tripled business. 

The successful salesman also real- 
|izes that he will be welcome wher- 
ever he goes if he never departs 
without leaving an idea. Therefore 
the salesman must be a storehouse 
of merchandising experience. On 
the other hand, he can extract these 
nuggets from his customers with- 
out difficulty after he has gained 
| their confidence. 


The salesman can learn valuable | 


|lessons from the 
United States, whom Mr. Knabb 
regards as the country’s greatest 
radio salesman, and from the pitch- 
|man making ten-cent sales on the 
street corner. 
igry for salesmanship, as witness 
the success of an Eastern minister 
who has sold salvation to such good 
|effect that he is now able to charge 
an admission price. 

Change of pace is the final re- 
|quirement for the salesman who is 
jable to override all difficulties, Mr. 
Knabb said. He must know when 
the time has come to take a stand 
and conquer the weak-kneed buyer; 
likewise, he must not be afraid to 


President of the 


be sentimental when the situation 
is appropriate. One of the most 
effective “clean-up” sales letters 


ever written employed a sob vein 
in behalf of a correspondence 
school. 

The agency man credited radio 
with the popularization of a sound 
|sales technique—employment of the 
|stooge to make pronouncements of 
| the star more ringing by contrast. 


|\Sumner Nominated for 
Re-election by ACNY 


G. Lynn Sumner, president of the 
Advertising Club of New York, has 
been nominated for re-election as 
club president. Others nominated 
for re-election are Lee Eastman, 
vice-president, and James Brewer, 
treasurer. The balloting will take 
place May 14. 

Nominees for election to the 
board of directors are: For three 
years, Charles C. Green, A. T. 
Preyer, I. S. Randall and A. J. 
Haire. For two years, Alfred J. 
McCosker and James J. Clark. For 
one year, Warren M. Barrington 
and R. B. Alexander. 


Gibson Joins Shulton 

Miriam Gibson, formerly public- 
ity director of Monogram Pictures 
Corporation, New York, has been 
appointed to the same position with 
| Shulton, Inc., New York, manu- 
| facturer of Early American and Old 
Spice toiletries. She succeeds Har- 
riet Hawkins, resigned. 


Stamford Wall Paper Company, 
Stamford, Conn., has appointed 
Blaker Advertising Agency, Inc., 


|New York, to handle its advertis- 
ling. John Barteau, manager of the 
|New Haven office, will handle the 
account. 
Brewery Names Flack 
Moore & Quinn Brewery, Syra- 
| cuse, has appointed Flack Advertis- 
| ing Agency, Syracuse, to direct its 
|radio advertising. 


The country is hun-| 


i 


‘St. Louis Hangs 
‘Up $30,000 to 
Attract Tourists 


St. Louis, May 8.—The St. |, 


‘Chamber of Commerce has budg- 
‘eted $30,000 for an advertising 


|campaign to get under way shortly 
|which will urge spring and 


|mer tourists to “Visit St. Louis” 
|characterizing the latter as ~The 
|City of a Thousand Sights.” 

| Promotion material will be useg 
in several states. Three 176-ling 
advertisements will break nul- 


taneously in 67 metropolitan d:ilies 
in 36 cities, with a series of foy 


196-line insertions in 166 smaller 
Missouri and Illinois newspapers 
|'Two 30-day showings on 150 post- 


ers in 11 states, featuring the Ss 
Louis Municipal Opera and the city 
zoo will be coupled with a series 
of six-month showings of pa -nted 
| boards on principal highways a; the 
backbone of the outdoor campaign. 
|supported by an extensive use of 
four - by - four - foot highway signs, 
|identifying filling stations and cafes 
where road information and litera- 
|/ture on St. Louis can be had 
Display cards will be placed in 
| gas stations, cafes and hotels, and 
| literature placed in trains, schools, 
|hotels and with salesmen traveling 
lout of St. Louis. A special series 
|of brochures has been prepared to 
send by mail in response to al! in- 
quiries and a special courtesy card 
| also will be enclosed with the 
| to each inquiry. 
| 


eply 


Sponsors Photo Contest 


| A new feature of the municipal 


promotion is the sponsorship of a 
photo contest, offering $500 in prizes 
for photographs made by amateurs 
between May 1 and Sept. 15, show- 
ing points of interest in St. Louis. 
The contest will be publicized by 
including copy about it in all ad- 
vertising and literature. An in- 
formation bureau will be main- 
tained by the Chamber of Com- 
merce during the season to answer 
questions and distribute suggestions 
to tourists. 

A special representative of Mayor 
Bernard F. Dickmann will carry a 
motion picture of points of interest 
in St. Louis to neighboring cities in 
Missouri and Illinois for showing to 
special groups. 


Cullen Names Two 
John W. Cullen Company, pub- 
lishers’ representative, has trans- 


ferred Dwight I. Skinner from Co- 
lumbus to take charge of the Cleve- 


land office at its new location, 559 
Hippodrome Annex. Albert V 
Davis, formerly with John H 


|Stover Company, Columbus adver- 
\tising agency, has succeeded M!: 
{Skinner in the Columbus office. 

} 


(> 200 EXTRA PAGES 


| tial tag! 


} 


ri AST year, through the appli- 

cation of some simple basic 
ideas — one of my clients i 
creased his linage 200 pages 
— jumping from second to first 
place in his field. These same 
ideas applied to your publica: 
tion might bring a substantial 
increase in your billing. Why 
not investigate? There is 0° 
charge for preliminary inter 
views and I'll appreciate (he 
chance to tell my story. Wt 
me TODAY! 


HARRY H. COSTELLO 
Publishers’ Consultant 
Suite 1900 Daily News Bldg. ©'##° 
—___ 


Sales Promotion + Circulation Man) = 
Market Analyses + Readership Re-r# 
Special Editions + Format and Product®® 


Appraisals and Financing 
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TO LEAD ADVERTISING AFFILIATION gates promptly elected him honor- Youngstown, John Gillespie; Cleve- “Arizona Farmer” Expands 
ary past president, a title which has land, John F. Patt, vice-president i . as i er, ee 
eer not existed heretofore. Keith E, Station WGAR. iene” Tae Pee soe 
Kellenberger, advertising manager, Toronto was chosen for the 1941 joined the Arizona Farmer as cir- 
Union Switch & Signal Company, convention, indicating that the Do- | culation manager. Les Mawhinney, 
Swissvale, Pa., was elected first|minion is not too pessimistic as to former Los Angeles Examiner 
vice-president, representing the |its progress during the next year./|writer, has joined the magazine's 
Pittsburgh club: K. G. Anderson,| Pittsburgh entered a bid for the editorial department to assist Ernie 
‘account executive of Walsh Adver- | 1942 meeting. The Pittsburgh club | Douglas, editor-publisher, The pub- 
‘er ' mraas » ae ; . ‘ ' ae , lication, recently acquired by Bur- 
tising Company, Ltd., Windsor, Ont.,, won the 1940 attendance trophy, ridge Butler wublisher of the 
was elected second vice-president, based on members present multi- Prairie Farmer, pte owner of radio 7 
and Don A. Thomas, who has just Plied by miles traveled. stations WLS, Chicago, and KOY, is 
returned to the Larkin Company, The 1,200 members of the Buffalo | Phoenix, is enlarging its headquar- 
| Buffalo mail order house, in a new | Advertising Club held open house ters to accommodate the new setup. 
post, was re-elected  secretary-|for the visitors in a suite at the —— 
| treasurer. Statler hotel from Thursday to|Sarra in N. Y. 
List of Directécs {Saturday night where thirsts might 
. | be quenched at any hour. 
Directors were elected as follows | 
|to represent the indicated clubs: | 


Sarra, Inc., Chicago photographic 
|firm, has opened a studio at 18 E. 
| 50th street, New York. Paul Young- 


man will be director of service and 
|Greensburg, Pa., W. S. McKeown, Deacon Joins Reach Valentino Sarra will divide his 
Newly-elected officers of the Advertising Affiliation. Left to right: Floyd M. Sulphur Products Company; Hamil- E. N. Deacon, formerly with RCA | time between the two studios. 


| 
Crawford, executive secretary; Keith E. Kellenberger, Union Switch & Signal ton, Ont., Jack W. _ Watters, Mill | Mfg. Company, Camden, N. J., has | ; . 
Company, first vice-president; Elton Johnson, Clark Locke, Ltd., president; Don Owners Mutual Fire Insurance | been appointed vice-president and | Rickard Appointed * 
Thomas, Larkin Company, secretary-treasurer, and K. G. Anderton, Walsh Adver- Company; Jamestown, N. Y., La member of the firm of Chas. Dallas | bite Te ; 
tising Company, second vice-president. Rae Gantt: Kitchener-Waterloo, | Reach Company, Newark and New Metallizing Engineering Company, 
W. J. McGibbon: London, Ont., York. He was assistant to the |Long Island City, has named Rick- 


: ; president in charge of product de-j|ard & Co., New York, to direct ad- 
pressure of business. Nothing | Harold W. Donahue, C. E. Marley,| velopment and market research at vertising of its metal spraying 
Toronto Agent daunted by this reversal, the dele-|Ltd.; Syracuse, Peter Keischgens;| RCA. | equipment. 


New President as Wilh <4 
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Consumer Education / 


ls Chief Topic at Buffalo 
-O 
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Buffalo, N. Y., May 6.—With 
some familiar faces missing due to 
the exigencies of war, the Adver- 
tising Affiliation, five of whose 13 | 
constituent clubs are Canadian, | 
staged its 37th annual convention 
here Friday and Saturday by pro- 
viding an agenda embracing both 
general and specialized subjects, the 
former at full meetings, the latter 
at departmental sessions. 

One of the latter, devoted to 
retailing, proved to be largely an 
extension of the consumer educa- 
tion theme discussed at a general | 
meeting earlier. It was featured by 
an address by G. W. Cunningham, 
general advertising manager of 
Sears, Roebuck & Co., Chicago, 
indicating that this highly success- 
ful mail order and retail house does 
not regard the demands of con- 
sumers for factual copy as a passing 
phenomenon. 

Even the advent of an adminis- 
tration more sympathetic to adver- 
using, Sears apparently believes, 
will not change the basic elements | 
in the situation. Hence, while, 
others debate, it is striving to cram | 
its copy so full of information that | 
the most critical buyer cannot com- | 
plain on this score. The addresses 
of Mr. Cunningham and of the 

score of other speakers who par- 
. ticipated in the convention are re- | 
ported elsewhere in this issue. 


Johnson New Leader 


Elton Johnson, vice-president of 
Clark Locke, Ltd., Toronto agency, | 
was elected president of the Adver- | | 
using Affiliation, succeeding Don | 


rop your plugs 
Allshouse, advertising manager, ; 
rem uement scomee'| where you get REAL Sérikes... 


president, Fuller & Smith & Ross, 
nt OD, Wney Pole 
—or Pin Coupon Below to Your 


Cleveland, was slated to head the | 
Letterhead for your FREE copy It’s always “good fishing” in America’s Money up job by itself, so whether you “spot cast” — troll 


AN 


Affiliation, but declined owing to | 


WRITE NOW 


of the NEW, Sales-Promoting Belt, where the folks buy what they need when with a single line —or use our “three-way net, 
MID-STATES they need it. Reason? .. . they have “what it takes.” you'll find there’s no limit to the catch here. 
tao The cash spawn of this richest farming section in Want to see our season's record? Just write us, 
12 “Eye-catching” Pages. the country is 17% of the entire nation’s farm today. We have a string of results of which we're 
Gl waa ona income! mighty proud . .. we like to show ‘em off. 
oe That money is spent, too. Retailers in the area 
me did a business of more than og nce soy a 
DSRASES GuLEED Basen 0. year... which is plenty of fish! You shou 
‘18 South Damen Avenue—Chicago fj getting your share of that business . .. you can 
gos net Bison Seetectron”* ** 1 get it in “America’s Money Belt” with the help of T 
i a i The Cowles Stations. _ . {one nase’ 
f- lio 1 You see, we reach 385 counties in our primary Taran Tae teeth ane Taieont Ber atoos ove 
Ate. of area — counties completely covered by no other Represented Netionally by Tus Karz Acancr 
J . = oe oe oe oe oe medium. Every station of our group does a bang- 
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GREAT AMERICANS AT HOME 


NO. 7—TEXTILE TYCOON | 


CHECKING NEW CONTINUOUS, 
RAYON SPINNER-WEAVER . . . 
HAS VISION OF Ii¢-A-YARD 
NINON FABRIC BY 1950... 


AFTER LUNCH 
IS BORED BY PRE-PREVIEW OF 
ANNUAL STYLE SHOW... 
PRETENDS HE IS TAKING NOTES... 


AT HOME 


AMAZES FAMILY WITH SKETCH 
HE HAS DRAWN FOR NEW WINDOW 
< DRAPES ... WIFE SAYS HE'S A “GENIUS"! 
A ... SURE, BUSINESS IS VITAL 


BUT— 


... and the fun of living is not confined to those who can afford 


to redecorate twice a year! Whether you are selling hosiery or auto 


tires, the market that really counts is made up of people with the 

. desire and the wherewithal to buy. The American Home magazine 

a —with its editorial pages and advertising devoted exclusively to ideas 

; "7 on livring—today offers these people more usable ideas than any other 


magazine...has gained over a million and a half new readers since 
19335 . 


and sell your wares... 


= 


Seems like a profitable market-place in which to show 


Among all major magazines, The AMERICAN 
HOME today is FIRST in percentage of: 
... readerfamilies with incomes over 820 a week* 
.. editorial lines (actual) on homemaking 
.. homemaker readers per reader-family* 
. circulation in Metropolitan Suburbs 


At o Mass Rate for Selective Selling! 


THE PRIMARY HOMEMAKER MARKET 


/1'S_ONLY 
x 


Among major women's and home-service 
magazines, The AMERICAN HOME is 
et FIRST in percentage of: 


“% ... total men and women readers per reader-family* 

.. reader-families with executive and 
professional family heads* 

.. Cireulation in Metropolitan Markets 


"Starch, 1939 


a 2s, ”Averican Home 


by THE MARKET-PLACE FOR IDEAS ON LIVING 


OF AMERICA’S 
POPULATION 


ee 


Getting Personal 


_—_— 


H. Paul Warwick, president, 
. George Rumage, a.m., The Instructor, is on the high seas 


Florida. . 


Warwick & Legler, is fishing ip 


on a two-week cruise to the Caribbean... 
Gene Flack, trade relations director, Loose-Wiles Biscuit Co, 
served as chairman for the recent Sales Executives Club baseba]] 


meeting in his own inimitable 
style. Attendance prizes that day 
were a half dozen of the yellow 
baseballs which have been tried 
out with some success by the big 
leaguers. When it came time to 
award them, Gene simply pitched 
them to the lucky winners via 
the overhand system, sending 
timid diners to cover while their 
hardier associates attempted 
barehand catches. . . 

Karl Mann, Case-Shepperd- 
Mann, proved himself the ablest 
divot-digger among ABP mem- 
bers at the convention at Hot 
Springs, Va. By turning in low 
gross in the two-day tourney, he 
won the championship cup for 
the third year and gained perma- 
nent possession of it. Seranton 
Gillette, Gillette Publishing Co., 
was runner-up. M. A. William- 
son, McGraw-Hill Publishing Co., 
took skeet and horseshoe 
honors. 

Richard Weil, Jr., president 
of L. Bamberger & Co., and 
treasurer of Station WOR, is va- 
cationing in Bermuda. . . Mars- 
chalk & Pratt’s Ed Clark, whose 
radio activities are usually off- 
stage, gained the limelight at a 


OUT FOR A STROLL 


Robert H. Morris, business manager of 
American Builder, and Mrs. Morris on a 
stroll through the gardens of the Edge. 
water Gulf Hotel at Biloxi, where they 
spent their spring vacation. 


WOR broadcast of ‘“‘Where Are pans 

You From?”, the show in which a speech expert guesses your home 
town from your accent. The expert did all right with the agency 
man. 

Loyola (Tubby) Guerin, asst. to the president, G. M. Basford Co., 
braved the lion’s den by traveling to the ABP meeting to tell the 
assembled publishers how to mend their ways. Not only did he escape 
with his life, but he left with the thanks of his listeners who were 
glad to get the constructive criticism. . . 

W. S. Brown, a.m., Canada Dry Ginger Ale, W. H. King, radio 
director, J. M. Mathes, and Dan Golenpaul, producer of “Information, 
Please,” were doublecrossed by the Pulitzer Prize jury. Confident that 
“Life With Father” would win the drama award which went to Saro- 
yan’s “Time of Your Life,” they booked Russel Crouse, co-author o! 
“Life With Father,” and Dean Ackerman of Columbia’s Pulitze: 
School of Journalism, for appearances as guest experts on the pro- 
gram. The pair appeared anyway... 

Come June, Robert McLean, president of the Philadelphia Evening 
Bulletin and of the AP, will be awarded an honorary degree of Docto! 
of Laws by Franklin and Marshall College. . . George Backer, pub- 
lisher of the New York 
Post, was presented a 
plaque awarded annu- 
ally to the member « 
Zeta Beta Tau fraternity 
cited for outstanding 
achievement. 

Norman W. Gregg. 
Chicago advertising and 
publicity man, is 
valescing in Grant Hos- 
pital from a three 
weeks’ siege of pneu- 
monia. He expects to be 
back on the job soon in 
the publicity organiza- 
tion he maintains for the 
service of agencies 

Leon Morgan, Buchen 
vice-president, Chicago, 
is going to train his colo! 
camera on the Hait 
scene this summe! 
One reason why you 


NBC CHIMES ON BROADWAY 


con- 


are hearing so much 
about the Memphis Cot- 
ton Carnival is Milton 
Simon, head of Simon & 
Gwynn, Inc., ag¢ y, 
who is in charge the 
Douglas Leigh (second from left), youthful out- publicity. . . | 
door spectacular tycoon, christens the new NBC Ten years of service 
chimes incorporated in the Gillette razor blade with American Optica’ 
sign on Broadway, while E. P. H. James, NBC Company, Southbrics 
promotion manager, Dr. Orestes H. Caldwell, Mass., brought a ce 


editor of Radio Today, and J. L. Hathaway, 


pin to Ralph C. Blatch- 
NBC engineer, look on. It 


ford, asst. adv. 
was bestowed on ! 
another member of the adv. dept., Aaron Pease, who has beet 
the company’s official photographers for 44 years. 

It's been a half-century since Wright A. Patterson became 
in-chief of Western Newspaper Union and the journalistic cla: ~ 
ing to pay homage to him at a dinner at the Adventurers’ Clu 
cago, on the evening of May 24. . . Clarence Wheeler, pres., , 
Rochester, has just been elected pres. of the Oak Hill Country 
for the 12th term. Erwin R. Davenport, ¢enl. mgr., Rochester 
Union and Democrat & Chronicle, is a club director. . . 

James D. Adams, copywriter for J. Stirling Getchell, In 
York. has won the New York Herald Tribune award for the best ns 
book for older boys and girls with his “Cap'n Ezra, Privat a 
sea-going yarn of the War of 1812 

Howard W. Dunk, secretary of the Premium Advertising A 
tion of America, appeared at its Chicago convention on crut 
the result of a broken leg sustained while Mr. Dunk was pursu 
favorite sport of bicycling. It was the third crash within a ¥é 
the New Yorker 
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‘Hinds Honey’ to 
Open White House 
Bid in Omaha 


w York, May 9.—Heralded by 


la space newspaper copy in 33 
citics, Gracie Allen will arrive in 
Omaha May 14 to announce her 


candidacy for the presidency of the 


United States on the “Surprise 
Party” ticket. In the course of her 
platform speeches on the train 


carrying her from Hollywood to the 
convention city, the comedienne 
wil! incidentally describe the merits 
of Hinds Honey and Almond cream. 

Described by Lehn & Fink Prod- 
ucts Corporation as its “greatest 
publicity and selling event,” the 
stunt will be used to promote the 
49-cent Gracie Allen Autographed 
Special, a dollar size bottle of Hinds 
Honey and Almond cream carrying 
a label, “Best Wishes from Hinds’ 
Honey” with the signature of Miss 
Allen 

A large number of cities on the 
candidate’s route have set aside the 
date of her arrival as “Gracie Allen 
Holiday,” and displays and posters 
will supplement the newspaper 
space. Lehn & Fink has timed her 
visit to Omaha to coincide with the 
city’s Golden Spike Days Celebra- 
tion which draws crowds number- 
ing tens of thousands for a four- 
day festival. 


Expect Real Politicos to Help 


The regular Wednesday night 
Burns and Allen radio program will 
be broadcast from a local audi- 
torium to which Gracie will be es- 
corted by 25,000 bearded men. 
James A. Farley and John Hamil- 
ton are expected to deliver speeches 
nominating Gracie for the presi- 
dency at the convention May 17. 
Miss Allen will broadcast her ac- 
ceptance speech from the San Fran- 
cisco World’s Fair on a nation-wide | 
hook-up May 29. 


William Esty & Co. handles the 
Hinds Honey and Almond cream 
account. 


Design New Package 
for Cheese Test 


A new package designed by the 
Wisconsin department of agricul- | 
ture, market experts and the Good- | 
year Rubber Company will be used | 
In experimental marketing of nat- 
ural Wisconsin cheese which will | 
be produced in an experimental | 
laboratory and assembling plant 
being installed at the Neenah, Wis., | 
branch of the Wisconsin Cheese | 
Producers Cooperative, a subsidiary | 
of Land o’ Lakes Creameries. = 

The Neenah product will be made 
in small packages, aged at least six 
months, and will bear a label cer | 
Ulying it as premium 
natural cheese. 


Wisconsin | 


McDougall to Coast 


Charles H. McDougall has been 
appointed art director of the new 
San Francisco office of Batten, Bar- 
ton, Durstine & Osborn. He recently 
returned to the agency, dividing his 
ume between the Chicago and 


Minneapolis offices. 


Henriquez Expands 


R. D. Henriquez Studio has occu- 
' tive offices on the 27th floor of 
ne Tower, Chicago Former 
quarters were at 154 E. Erie Street. 
r telephone numbe1 Superior 
1017 unchanged. 


“New Yorker” 


esults of 


oo A 


in Survey 

a survey on read- 
bits of the American under- 
have been compiled in a 
just issued by The New 


‘ 
+ ‘ 


} 


Yr 


Collins Joins L&T 
G. Collins, 
Company, 


with 
York, has 


formerly 


New 


i the New York office of Lord 
& mas. 


“henty dvsttioer 
whe 


“THE NEW YORK SELLING-PROBLEM” 


MEMBER of 


This is Sum 
Block Analysts 


will shou rersiiwe 


Nothing one-sided about the World-Telegram’s 


Block-by-Block Analysis 


! No camouflage -—no 


bias. And no minor sample, this! It’s factual 
as the figures I to 10. And as useful! 


The World-Telegram’s Block-by- 
Block Analysis is an understanding 
of America’s most complex market: 
New York and environs. It spot- 
lights the really significant factor 
in selling: the rentals people pay 
or the rental values of the homes 
they own. 


* * * 


Starting point for the World-Tele- 
gram’s Block- by-Block Analysis was 
the 166.653 KNOWN reader-families 
culled from this newspaper's reader 
response files . . . unduplicated 
names and residence addresses of a 
full 40% of total circulation! Co- 
incidental factor was unpublished 
data from new York’s REAL PROP- 
ERTY INVENTORY —the stupen- 
dous study by the Mayor’s Planning 
Committee which details all man- 
ner of facts about the living habits 
of New Yorkers. 


On completion, five of the nation’s 
leading research organizations were 
retained to verify World-Telegram 
findings. Each was assigned one or 
more cross-section areas of the City 
or suburbs; each asked the identical 
questions of householders. 


ew Yo 


tk Wo rl 


ROSS-FEDERAL — MARKET. RE. 
SEARCH CORPORATION— 
HOOPER-HOLMES — FACT FIND. 
ERS ASSOCIATES and DANIEL 
STARCH ... each contributed to 
this corroborative check. (And 
every unit of these corroborative 
checks was included — none was 
discarded for any reason.) When 
returns were in, the entire oper- 
ation showed a deviation from 
World-Telegram findings of but 59 
.- an accuracy of 99 31) 99 % based 
upon independent research organi- 
rage actual census of more than 

15% of our own KNOWN 166.653 
veatendeniitbes — 40% of our cir- 
culation. 


Knowing New York in detail and 
having developed the World-Tele- 
gram Pattern of penetration, this 
important research is being used 
to aid advertisers and agency men 
to gain a once-and-for-all-time 
understanding of the New York 
market’s complexities. 

The World-Telegram_can_be_of 
great help to anyone who faces the 


New York selling problem. 
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New York City families paying 
$100 or more per month rent 
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Dairy Council Set 
for Big Promotion 
During June 


Chicago, May 8.—A _ tremendous 
campaign to stimulate the national 
appetite for milk, butter, ice cream 
and cheese is ready for launching 
during June, which has been offi- 
cially designated “Dairy Month.” 
Back of the far-reaching program is 
the National Dairy Council, aided 
and abetted by scores of groups in- 
terested in the distribution of dairy 
products to the consumer. 

Four kits of promotion material 
are being made available to the in- 


dustry. Two feature milk, one for 
fountains and restaurants and the 
other for food stores and markets. 


Another kit contains ice cream ma- 
terial for use at fountains and res- 
taurants. The fourth kit provides 
material featuring butter for use at 
food stores and markets. 

In addition there will be action 
displays, posters and other mer- 
chandising items on all dairy prod- 
ucts for use at point-of-sale. Other 
special merchandising material will 
include bottle collars, recipe leaflets, 
vehicle cards and the like. 

Parades will herald the begin- 
ning of Dairy Month in some cities. 
In others dairy queens will be 
crowned. Milking contests will be 


staged and dairy plants and farms | 


will hold open house. 


Among the merchandising pieces | 


to be flaunted during June are a 
full-color campaign poster, a butter 
poster, 
fountain centerpiece and a glorified 
American Girl fountain sticker. The 
kits to be distributed to some 300,- 
000 food, drug and variety stores, 
hotels and restaurants will provide 
promotion material for the entire 
month of June. Newspapers, radio 
stations and the movies are ex- 
pected to play a part in the month- 
long drive. 


Saunders to WBTM 

Carl Saunders, formerly program 
director of WFVA, Fredericksburg, 
Va., has been added to the announc- 
ing staff of WBTM, Danville, Va., 
to handle news and special events. 


ice cream backbars, a milk | 


CATCHES MANY EYES 


Yet! -~A BURP 
WITH SOCIAL STANDING ? 


@ Sounds funny — but it’s true. Smart people have 
found Celery -Vesce quickly relieves distressing 
indigestion and upset stomach caused by hy per- 
acidity Soothes headaches and calms jittery 
nerves 

Alkaline, effervescent, Celery -Vesce bubbles 


those troubles away — picks you up— never lets 


you down. After too much food or drink, we dare- 


say even the “100° would say, “By all means 


Celery -Vesce 


Its pleasant te take 


CELERY-VESCE 


lor quick retiel 


HEADACHES + UPSET STOMACH 
INDIGESTION 


Best attention-getter in the current In- 

dianapolis test for Celery-Vesce, which 

will soon be extended to other midwest 

cities. Keeling & Co., Indianapolis, is 
the agency. 


Alpen Brau Uses Stars 


Columbia Brewing Company, 
maker of Alpen Brau beer, will 
use such guest stars as Lou Holtz 
and Gertrude Niesen at different 
times during the spring and sum- 
mer months on its radio program 
over KMOX, St. Louis. Olian Ad- 
vertising Company has the account. 


NEVER A HEAT 


AVERAGE MONTHLY 
SUMMER TEMPERATURE 


- e Ciccx 
aoe ~ 


The Herald covering Greater 
Miami with about a quarter. 
million summer population 
merits your “A’’ schedule. Last 


making Miami their permanent 
home. Reach all egy: ab 


PROSTRATION 


She ye Miami Herald » 


MAY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
——1940——, -——1939—_ 1940 —193 
Pages Lines Pages Lines Pages Lines Pages nes 
GENERAL Household , +e 18.6 12,663 19.9 548 
Fortune ; 93.7 59,250 93.5 59,092 | True Experiences (Mac.) 29.4 12,597 34.3 717 
House Beautiful 82.2 51,955 94.8 59,896 | True Romances (Mac.) 28.4 12,180 34.4 747 
Town & Country 69.4 46,665 69.6 46,767 | True Love & Romance ( Mac. ) 27.6 11,822 33.2 9s = 
American Home 72.7 45,941 69.5 $3,820 Radio Mirror (Mac.) ee 25.8 11,065 31.9 704 
*Yachting 70.7 44,714 78.1 49,375 | Romantic Magazine (F.) 26.1 10,952 26.2 004 
Better Homes & Gardens 65.9 $1,629 64.5 40,775 | Holland's ; 13.8 10,425 19.3 562 
Esquire (National) 59.1 39,694 98.3 66,041 | Sereenland (S.) 19.2 8,238 24.7 99 
Esquire (Sp. Edition) 8.5 712 12.0 8,064 *Picture Play 18.8 8,093 3.1 99 
House & Garden... 57.1 36,056 58.9 37,220 | Silver Screen (S.) 18.8 8,049 23.2 16) 
*Motor Boating g3.0 35,820 89.1 18,529 Junior League 12.5 7,915 16.2 256 
Country Life 45.6 30,667 48.6 32,679 | xWoman’'s World 8.4 3,617 8.7 93° 
Cosmopolitan ~- 60.9 26,145 63.4 27,196 | Home Arts Needlecr: aft ; 3.0 2,033 3.2 19: 
| American 57.2 24,554 53.4 22,925 ——$—$—} —— 
Redbook . , 47.8 20,505 53.9 23,118 Total Group 679,668 ' 6 
Nation's Business 16.3 19,859 42.9 18,405 STANDARD 
Popular Mechanics 75.5 16,914 (7.5 17,315 | Harpers Magazine 34.4 8,191 34.5 8 9 
*Sunset Magazine 38.0 16,322 35.0 14,928 Atlantic 20.1 7.164 32.1 64° 
Instructor 20.7 14,170 23.6 16,117 Forum 6.8 > 941 9.1 Re- 
Popular Science 62.3 13,945 69.1 15,488 Current History 12.6 > 825 11.3 54 
soy's Life 19.4 13,220 17.4 11 823 American Mercury q 2 1.827 14.0 744 
American Boy 18.4 12,521 14.5 9,723 eee 
*Grade Teacher 36.5 11,693 23.4 bests Total Group . 12 948 O1; 
| Spur . : Tea »4§ 25.9 7,43 -” .. 
| National Geographic ms 6666 UMS CL) =O ee eels =the nt 
| Christian Herald 20.7 8,901 16.8 7,207 | Outdoor Life 51.5 36,659 95.5 
Gett ..... 16.2 6,966 12.4 5,241 | Field & Stream — 2 oon N77 
Mechanics Illus. 30.7 6,885 34.6 7,745 | Sports Afleld 40.6 617,468 8636.6 = 15,714 
*The Improvement Era 16.0 6,821 14.0 5.920 | American Rifleman ge 12 441 4 0 244 
\Travel ......... 10.6 6692 12.9 8,179 | National Sportsman =. oe Se «(le 
| Arts & Decoration 10.6 6,711 13.1 8,285 Hunting & Fishing 23.3 9,989 26.2 1.244 
| - : gee oe ae . Fur-Fish-Game 20.9 8,956 17.3 7.426 
| American Legion . . 14.3 6,157 12.7 5,446 enaltss : 7” +?" . 
*Extension Magazine 8.6 5,928 7.4 5,101 | Outdoorsman 16.4 ‘062 638.9 84 
Open Road for Boys 13.6 12.8 5,470 Outdoors 14.5 6,238 8.9 , R28 
af" oa ap a ip B3 e site 
ouat Gunes se ty S028) total Group j20980 11a 
*Thrilling Group ..... 18.0 wt 8) aoe << gat sas « 
*Dell Detective Group 8.3 10.6 4,559 ; . Right? pring ~—— Lap at 
| Child Life 7.9 5.8 2.487 | Mother's Home Life. 2.6 1,832 3.9 ® TH4 
i Tr tec re Os i 9.3 3,987 . MaY “2 ~ 
a aeoee 76 rr cer? co 4, 424 ey 5.874 
| *Moose ; 7.3 7.8 b3,235 | APRIL WEEKLIES AND SEMI-MONTHLIES 
| *Nature Magazine 7.3 8.0 3,375 | (Weeklies four issues unless otherwise noted.) 
OA eee 6.9 8.1 3,496 | The Saturday Evening Post.284.1 193,163 328.3 99 
| *Street & Smith Comb. 13.2 13.6 3,052 Life 290.7 *184,862 151.9 103,31 
| *American Forests .. 6.9 8.3 3,500 | Collier's 185.3 125,996 211.7 +143,9 
| *Popular Publications 12.1 8.9 2,002 | Time ............ 277.1 *118,875 235.5 101,018 
College Humor 5.8 6.5 2,791 The New Yorker 218.3 93,656 270.3 4115964 
| *Ace Fiction Group 9.1 11.9 2,685 | Newsweek . 132.4 56,796 74.8 12 ORO 
| *Big Seven Group 8.8 10.0 2,240 | Business W eek 128.8 95,250 129.8 »,675 
| Asia P . ss 1.2 3. 1,433 *The American Weekly 28.9 55,052 38.0 40) 
. | Liberty 78.0 33,461 83.2 7 
| Total Group ... 815,090 | §Cue ; 67.9 29,150 72.4 6,730 
WOMEN’S MAGAZINES | '*New York Times Magazine 27.1 27,115 26.1 7,202 
Mademoiselle 158.7 53.7 23,028 | Family Circle 52.2 22,406 50.7 764 
Vogue ae 104.4 140.7 88,891 | t*U. S. News $2.3 18,156 14.0 1342 
Harper's Bazaar 80.1 105.7 71,050 | Look 24.0 16,341 16.3 1.114 
McCall's 71.8 65.7 44,692 | Forbes $0.5 13,070 26.9 1,5 
| (io0d Housekeeping 112.5 112.2 18,136 | *Scholastic 17.9 7,680 16.6 132 
Ladies’ Home Journal.. 67.6 58.6 39,821 |) Radio Guide 11.2 7,613 12.8 8,72 
Woman's Home Companion 63.5 71.4 48.546 | Die 4.1 2,776 2.7 1,836 
True Story P wt 49.7 55.6 23,864 . 
Parents’ (National) ‘ 47.8 42.0 18,022 Total Group . 1,110,570 1,075,634 
Parents’ (Special Ed.) 4.0 1.6 1,963 
Photoplay TCrcre 27.7 25.1 17,057 *Figures provided by publisher 
Modern Screen (M. M.) 35.9 36.4 15,623 | tPawe size changed from 2,086 to 429 lines Oet. 15 34 
Beewne®. Bory Cis) cccccsss 33.8 31.4 13,201 §Page size changed from 369 to 429 lines Aug. 12 39 
Modern Romances " M.) 82.7 14,045 34.9 14,973 | "Page size changed from 1,049 to 1,000 lines Oct, 1, 1949 
Movie Mirror (Mac. ‘7s . 81.8 13 634 39.4 16,903 ‘Five issues 
Screen Romances a. M.) 31.7 K 12.8 5,476 xPage size changed from 680 to 429 lines May, 194% 
Screen Life (F.) 31.6 30.7 12,913 | bApril-May issues combined. 
|} Hollywood (F.) 31.4 30.0 12,611 | Group designations: M.M Modern Magazines Ma 
True Confessions (F.) 31.3 30 12,724 Macfadden Women's Group. F.—Fawcett Won . 
Motion Picture (F.) 10.9 41.0 13,036 | Group s Screenland Unit 
: = “ “” . | . 
May Linage in L. A. “Herald” on Air Joe Todd to Detroit 
. A weekly half-hour dramatic| Joe Todd, who has been in the 
Magazines Shows program, “When Presses Roar,” is |publication department of the In- 
being sponsored by the Los Angeles 'dianapolis Engraving Company and 
Decline of 3 1% Evening Herald and E xpress over | service manager for the National 
. KFI, Los Angeles, dramatizing | Editorial Association, has joined 
| New York, May 9.—Linage in | news events and civic projects with | the Service Engraving Company, 
|May issues of national magazines which the newspaper has _ been | Detroit, as manager of the publica- 
totaled 1,591,178, Publishers’ Infor- prominently identified. The pro- | tion department. 


|mation Bureau reported today, a 
‘decline of 3.1 per cent from the 
1,642,603 lines carried by the same 
publications in May last year. 
Weeklies and  semi-monthlies, 
today reporting April linage, carried 


a total of 1,110,570, a gain of 3.2 
per cent over their 1939 total of 
1,075,634. 

Outdoor magazines were alone 
among the monthlies in reporting | 
an increase for May. This group 


carried a total of 120,999 lines, an | 
| increase of 7 per cent over the 
112,992 for May, 1939. 

General magazines carried 763,139 
lines as compared to 815,000 last 
year, a decline of 6.4 per cent. 
Women’s magazines came close to 
breaking even with a total of 679,- 
668 lines for the month as compared 


to 683,630 in 1939, a decline of 0.5 


per cent. 

The standard magazines showed 
a decline of 8.3 per cent, reporting 
22,948 lines for May as compared 


_to 25,017 for May, 
order magazines 
as compared to 5,874 last year, a 
loss of 24.6 per cent. 


1939. Two mail 


carried 4,424 lines | 


| Figures and page totals for the | 
| individual magazines are shown in 


the accompanying table. 


Wickwire Appoints 


Wickwire Spencer Steel Com- 
pany, New York, has promoted | 
A. G. Bussmann to general sales 
manager, succeeding R. L. Foster, 


| vice-president in charge of sales, 
| who is retiring after 40 years in the 
industry. 


| Allied Names Hartman 

| Allied Van Lines, Inc., Chicago, 

| has appointed George H. Hartman 
Company, Chicago, to handle its 

| advertising 


gram is being written and directed 
by Don Clark, with Clarence A. 
Juneau Agency in charge of pro- 
duction. 


“Rod and Gun” Appoints 


Rod and Gun in Canada, Mont- 
real, has appointed the Chicago and 
Cleveland offices of Macintyre & 
Simpson, publishers’ representative, 
as advertising representative in the 
central United States. 


Scaman Joins Maher 


Howard W. Scaman, formerly 
with Pryor Press, has been elected 
executive vice-president 
Maher Printing Company, 


Chicago. 


of John | 


Stanback on Air 


J. Carson Brantley Advertising 
| Agency, Salisbury, N. C., has had 
one-minute dramatized announce- 


ments made for its client, Stanback 
Company, Salisbury, which will be 
broadcast over 70 stations. 


Congettiction 


During 1940 more than 300,000 
families will be impressed by the 
caliber of CONGRATULATIONS 


advertisers. 


This NEW 
BOOK 
SENT 


to Advertisers, Agencies and 
Users of Permanent Dealer Displays 


Fifty-six pages of ideas and 


information on point-of-sale 


merchandising. Scores of illustrations of successful dis- 


plays. 


Request your copy on your firm's letterhead. The 


edition is limited. Write today. 


CRYSTAL MANU 


FACTURING CO. 


1725 Diversey Blvd., Chicago, Ill. 
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ATTEND RECEPTION FOR MINNEAPOLIS PUBLISHER 


In connection with the dinner of the ANPA Bureau of Advertising in New York, 
James S. Milloy, Washington representative of the Minneapolis Tribune, held a 
reception at the Waldorf in honor of George B. Bickelhaupt, publisher of the 
paper, which attracted scores of prominent advertising and business executives. 
In this group are, standing, Gov. Harold E. Stassen of Minnesota; George 


ers he soa a a test campaign for Saratoga Vichy | appointed Victor A. Hunter assist- 
Moffett, Corn Products Refining Company; Henry T. Ewald, Campbell-Ewald gy ye ny Pg age _water. Leighton & Nelson agency, ant advertising manager. He for- 
Company; Ben C. Duffy, Batten, Barton, Durstine & Osborn; Mr. Bickelhaupt; er See rat Zow prices, | Schenectady, handles the advertis- merly was in the advertising de- 


C. K. Blandin, former publisher, St. Paul Pioneer Press and Dispatch. Seated are 
Congressman Joseph W. Martin and Senator Burton K. Wheeler. 


| 
| 


Local Campaigns 
Held Best to 


Educate Consumer — 


| tions 


s of consumers merely’ as 
vehicles for spreading ideas de- 
signed to create a new social order.” 
Is Local Problem 

Mrs. Fribley urged advertisers to | 
pool their interests with those of 
legitimate consumers, and said that 
if each will do an intelligent job in | 
1is local community, the national | 


Buffalo, May 6.—The consumer | Problem will take care of itself. 


has been flooded with literature at- 


“Few wish to discredit or destroy 


tacking advertising, but has heard | business,” she asserted, “but many | 


very little from advertising itself, 


Mrs. Wilbur E. Fribley, president, | 


Chicago Housewives’ League, said 
in initiating a forum on “Business 
on the Block,” which featured the 
convention of the Advertising Af- 
filiation here Friday. Bennett Chap- 
ple, assistant to the president, 
American Rolling Mills Company, 
Middletown, O., gave industry’s 
viewpoint, while G. D. Crain, Jr., 
publisher of ADVERTISING AGE, spoke 
for marketing. 

Mrs. Fribley explained that the 


on the current American business 
system and that it far antedates this 
segment, having been formed in 
1910 

“Consumer education as we know 
it,” said she, “is designed to aid in 
establishment of standards’ by 
which the average buyer may judge 
educational material, regardless of 
source. The simplest formula is, 
‘Does it state properties, uses and 
possible performance in recognized 
and accepted terms?’ The object 
of this kind of education is to as- 


truly do not understand the inter- 
dependence of production, distribu- 
tion and income. It seems that the 
greatest service business can render 
today is to present a simplified story 
of this interdependence. 
“The average housewife 
uged with information on foreign | 
affairs, but she has only a faint 
glimmering of the story of the in- 
tricate network of capital and army 
of workmen back of this country’s 
business and their relation to her 


is del- 


\daily tasks.” 
. | 
group she represents has no designs 


Facts Already Available 


that Mrs. 
justified. 


Mr. Chapple 
Fribley’s 


agreed 
indictment is 


|The material she seeks is already 


available as the result of a study 
meade by the National Association 
of Manufacturers, which sent a 
mission abroad to get the figures. 
This booklet, “Yardsticks of Ameri- 
can Progress,” shows that the 
American consumer gets three times 
as much food for a dollar as the 
average European. Phrasing it an- 
other way, the pamphlet says that | 


“Is she not justified in employing 
another modern convenience, ad- 
vertising of branded products,” he 
asked, “for the purpose of locating 
those which suit her best as to qual- 
ity and price, and then standardiz- 
ing her purchases’ accordingly? 
Thus she not only takes advantage 
of actual experience, but she profits 
from the constant competitive 
efforts of American industry to pro- 


resent the main public objective. 
Delivery, credit and other forms of 
retail service add to the selling 
price, but are demanded by a large 
number of buyers. 

Commenting on the work of the 
Federal Trade Commission, he 
urged that it codify its rulings so 
that advertisers will find it simple 
to avoid pitfalls. Proper training 
of retail personnel continues to be 


Postage Meter Company 
Launches Campaign 


A 12-month advertising cam- 
paign, keyed to an expanded sales 
drive, has been launched by the 
Postage Meter Company, Stamford, 
Conn. Seven color pages are sched- 
uled for Fortune. Monthly inser- 
tions in black and white will appear 
in American Business, Burroughs 
Clearing House, Business Week, 


duce better products at lower|the chief obstacle to satisfactory Canadian Business, Forbes, Nation's 

prices. | Service of consumers, he concluded. a Shipping | agian 
“Consumer criticism of advertis-| In the ensuing discussion, Mrs. | @"4, Teme. Copy will also appear 

; ; : ; Pts in five postal publications. 

ing, as a rule, has little relationship |Fribley insisted that the average 


to actual use and acceptance of 
products. For example, Fortune 
recently reported that a consumer 
survey showed that cigaret adver- 
tising stands lowest in the scale of 
public opinion, and motor car ad- 
vertising ranks at the top. 


Price Not Everything 


“The interesting thing about this 
situation is that no consumer needs 
to spend more than 15 cents to find 
out all he or she needs to know 
about a cigaret, which is the satis- | 
faction to be obtained from smoking 
it; and on the other hand, no lay- | 
man has the engineering knowledge 
to be able to pass intelligently on | 


while usually welcome, do not rep- | 


housewife is possessed of more leis- 


jure than money, hence is willing to 
sacrifice some of the former to get 
/more or better goods in exchange 
\for the latter. 


John Benson, presi- 


dent of the American Association 


lof Advertising Agencies, who was 


present, reported that a Four A's 
study of FTC decisions indicated 
that the findings were usually justi- 


| fied by the facts developed and that 


the Commission has adopted a defi- 
nite line of reasoning. 


Test Vichy Water Ads 


Newspapers and radio in the 
Syracuse market are being used in 


ing. 


| 


Frederick Bowes, Jr., is manager 
of advertising and publicity for the 
company. L. E. MeGivena & Co., 
Inc., New York, handles the adver- 
tising with Leo McGivena as ac- 
count executive. 


Names Gussow, Kahn 

Darwin Products Company, New 
York, has appointed Gussow, Kahn 
& Co., New York, to handle promo- 
tion of its sunburn cream. A cam- 
paign will be launched in the June 
issue of Vogue and copy in other 
class magazines will follow. 


-Pepsodent Adds Hunter 


Pepsodent Company, Chicago, has 


partment of Quaker Oats Company. 


sist consumers to make a satisfac- |One hour’s work at the average 
tory choice. wage in the United States will buy 
“On the other hand, the ‘con- | 2-1 pounds of beef; in Germany, 0.9 
sumer movement’ is based on po- | Pounds; Italy, 0.5 pounds; Russia, | 
litical and social philosophies. It|9-3 pounds. The same type of in- our 
uses the problems and dissatisfac- terpretation has been applied to ‘ot that some folks ca 
— wearing apparel and many other Ie. not surprising " » everyone 
| products. - =  atctng,.” Because > 
“In the steel industry,” said Mr. atin wnbly Line of Advertising ye 
d . Chapple, “somebody has to lay ion Plan “The Assemi { typesetters—™# 
> | lapple, “somebody has to lay = Phase Production and ty} 


FIFTH 


: 7p . oduction ene 
os TEXAS' available, as compared with the . -pior—artists, photogra ¢ the five steps in your pr te 
$7,600 average investment required at Supe ‘ hen they handle one © *tollows through” 
MARKET! in industry as a whole. Even labor the same end in mind wh : composing staff “follow: "sa 
has not been told this story in de- xample, our * 


|tail, hence we cannot expect con- 
|sumers to know it.” 


| branded products. 


$11,500 on the line before a job is 


A Labor-Saving Device 


He suggested 


job. In ad compos! 


from where the 


Night and day s¢ 


engravers le 


phers, retouc 


tion for ¢ , 
ft off. Your job i 


w on, forget the 


> ers 
hers, engray 


- handled smoothly 


details. Leave 


“right down to 
everything to Superior. 


> of. 
ly under one roof 


Mr. Crain said that advertising the last letter”. From no ‘ob —done complete 
itself is a labor-saving device which time —get 8 better J Liveries. 
enables the consumer to conserve Save your own insure prompt delive 
'time and money in_ purchasing : rvice | 


|that the hard-won leisure of wo- 
}men is likely to be imperiled by / ) ‘dig 
their demand for technical informa- ( ¢ rl 


tion as a means to becoming experts 
Company 


on foods, drugs and_ cosmetics, ’ 
clothing and household equipment. | ‘ 
He pointed out that the modern | 


AMARILLO aving 


woman has a gas or electric range, | ° E g I : t °¢ Chicago 2 
NEWS and GLOBE a vacuum cleaner, central heating, S u Pp o I 7 0 I n 215 West Superior Stree : 
2 an electric washing machine, a tele- Beil 
phone, an automobile and many | 


memmione! Representatives 
AS DAILY PRESS LEAGUE 


other conveniences which save time 
and labor. 
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Study Reveals Personal Data on Advertising Managers 

[Editor’s Note: This is the first of ing manager; another one-thirg 


a series of articles detailing an in- 
vestigation of the personal lives of 
advertising managers conducted by 
the Advertising Managers Club of 
Chicago. The study consisted of a 
mail questionnaire sent to 5,000 
advertising managers listed in 
alphabetical order in the Standard 
Advertising Register, and was con- 
ducted during the fall of 
Slightly over 500 returns were re- 
ceived, and about 150 were elimi- 
nated from the tabulation because 
they did not include salary figures 
or other vital information. 
sults given here are based on 342 
completed answers, all of which 
included definite salary information. 


All material presented here is copy- | 
Advertising Man- | 


righted by the 
agers Club of Chicago and Adver- 
tising Publications, Inc., and may 
not be reproduced without special 
permission from the copyright hold- 
ers. | 


By S. R. BERNSTEIN 


Chicago, May 9.—If you were to 
place all the advertising managers 
in the United States in a single line, 
with the youngest youngster at the 
extreme right and the oldest oldster 


at the other end, and if you were | 


then to split the line into two equal 
parts, you would find that the man 
in the middle of the line—Mr. 
Median Advertising Manager—is 37 
years old. 

The line would encompass 
years from 23 to 66. One out of 
every 16 advertising managers in 
the line would be 32 years old, and 


another one would be 38 years old. | 


Of the 14 left, just under one would 
be 30 years old, and another major 
fraction of one would be 42 years 
old, these four age groups account- 
ing for almost one-fourth of all the 
advertising managers in the line. 

If you asked those who had 


graduated from high school to step | 


forward one pace, almost 9 out of 
every 10 (87.3 per cent) would do 
so, and if you asked those who had 
gone on to college and university 
to step forward another pace, you 
would still have more than 3 out 
of every 4 (76.3 per cent) in the 
front rank. If you refined the edu- 
cational ranks still further, asking 


only those who had a college or 
university degree to step forward 
one more pace, your front rank 
would then still hold almost half 


(43.9 per cent) of the total num- 
ber. 


Few Studied Advertising 


But if you segregated those who 
had ever studied an advertising 
course, you would find less than 6 


1939. | 


| spondents works for an “in- 


the | 


Quick Picture of “Typical” Advertising 


The re- | 


Median age, 37. Average 
age, just under 39. One out 
of 16 is 32, another 38. Next 
most usual ages: 30 and 472. 
Youngest, 23; oldest, 66. 


KIND OF BUSINESS 


more. 


Almost half are college grad- 
uates, and three out of four 
went to college one year or 
One-twelfth 
finish high school. 


SIZE OF BUSINESS 


Median, 10 years. 
10!/, years. 
didn't 


years. 


One out of five of the re- 
dustrial" company, the other 


four out of five in consumer 
goods fields. 


| THE BOSS 


The big bulk of those answer- 
ing — almost half — work for 
companies doing one to five 
million dollars a year in total 
volume of business. 


(C 


INFLUENCE ON POLICY 


Manager 


AS ADV. MANAGER 


Average, 
Fifteen per cent 
have been with their present 
companies a minimum of 20 


ADV. BUDGET 


One out of four has $50,000- 
$100,000 budget; one out of 
five, $25,000-$50,000; another 
one out of five, 

$250,000. 


$100,000- 


"Mr. Median Advertising 
Manager” has held his pres- 
ent job as advertising man- 
ager for five years. The 
average service is seven years. 


SIZE OF DEPT. 


Half of the departments have 
from one to four people. 
Three-quarters of them are 
self-contained units; the re- 
mainder part of sales. 


LIKE ADVERTISING 


One-third report to the pres- 
ident or other head officer; 
one-third to a vice-president; 
others to sales managers, 
general managers, etc. 


most 


Their median salary last year 
was $4,000—the average al- 
$5,000. In 


two out of five got a bonus 


addition, 


in 1938. 


Nine out of ten participate 
in company sales meetings, 
and more than half partici- 
pate in their companies’ gen- 
eral policy meetings. 


Do they like advertising well 

enough to stay in it the rest 

of their careers? Nine out 

of ten say yes; one out of 
ten says no. 


|}out of every 10 (56 per cent) in 
| your selected group, while 44 per 
icent of these advertising managers 
| would confess that they had never, 
‘either before or after they became 
jadvertising managers, studied ad- 
vertising in an academic sense. You 
would find further that two-thirds 
of those who had studied one or 
more courses dealing with advertis- 
jing had pursued their studies be- 
| fore they became actively engaged 
in advertising—usually as a routine 


| studied such a 


IDEAS, MODELS, 
FINISHED ART... 


Brought to you in this newly-assembled, 
specially-priced library. By Paul Carlyle 
and Guy Oring, expert ad artists, and 


H » Richland 


THE ADVERTISING 


5 
ARTISTS’ LIBRARY 10l/, x 8 
CS" E your work a lift, add beauty and appeal to it, wth the aid LETTERS AND 
of almost limitless combination and adaptation of ideas, guid 
ance, and material to be gotten from this Library pen Ee of LETTERING 
specimens of work-—lettering, layouts, designs, decorations, spots, 
ete., of superb quality-——with explanation to aid in their proper use LAYOUTS AND 
and) «effective application Suitable for advertisements, circulars, 
letterheads, ad other commercial designs Uniquely adapted LETTERHEADS 
save the artists’ time and improve his work—and even to be used 
is actual “finished” art, ready to be reproduced DESIGN AND 
: ‘aig OT DECORATION 
Gives you Save $2.00 with Library offer 
complete course on how Bought singly, the b 1oks in this library would cost $12.50. Under 
to letter for reproduction this offer you save $2.00 on this price and in addition have 


privilege of paying im easy 


many fine alphabets, the books. See how this Library can help you SEND NO 
script and roman, modern MONEY Just mail coupon now, to receive complete Library 
ind old-fashioned to study promptly, for 10 days’ examination subject to your acceptance 
and copy or return 
ver m1 1) original lav- ee ee en eae ae 
uuts of ads, adaptable to i McGraw-Hill Book Co., 330 W. 42nd St., N. Y.C. 
products of many types Send me the Advertising Artists’ Library, 3 volumes, for 
letterhead examples in 1 10 days’ examination on approval. In 10 days I will send 
profusion { $1.50, plus few cents postage, and $3.00 monthly till $10.50 | 
- i is paid, or return books postpaid (We pay postage on 
methods ot altering wders accompanied by remittance f first installment Same ! 
combining, and adapting { return privilege.) 1 
layout elements to mect Aw 
specific needs Name ! 
over 100 designs and I Address ! 
lecoratior cartouches I cS ! 
borders, backgr nds. ab i City and State i 
tractior etc specially Position 
lrawn to meet advertis I ! 
ing needs { Company \gc 5 “) 1 
etc (Books sent appr l s ml Canada nly 
ea ceniadis ited al deal aet a ti ince aan all nacht an ee a 


3 volumes 


ants, 


monthly installments while you use 


where- 

them had 
after enter- 
ing into advertising work. 

And if you asked those who mad» 
more or less definite plans to entei 
advertising while in school or 
lege to raise their hands, less than 
one out of every four (23.7 per cent) 
would do so. The others—76.3 per 
cent of the total—would tell you 
that they had no particular inten- 


elective in a college course 
as only one-third of 
course 


col- 


tion of becoming advertising men 
while they were pursuing their 
studies. 


Not “Migratory Workers” 


Having discovered their ages and 
educational qualifications, what do 
we find if we reshuffle our line of 
advertising managers, this time on 
the basis of length of service with 
their present companies, and length 
of time they have held their pres- 
ent jobs? The very first thing we 
discover is that the popular concep- 
tion of an advertising man as a sort 
of economic nomad, wandering 
around from company to company 
and job to job almost as fast as his 
legs will carry him, is completely 
untrue. Advertising managers ap- 
parently stay with their companies 
and hang onto their jobs with a 
tenacity equalled only by civil serv- 
teachers and a few other 
classifications of executives. 

We find that out of our sample 
of 342, than one per cent 
three individuals to be exact—had 
been with their present companies 
less than one year at the time the 
study was made, whereas 
Median Advertising Manager” had 
been connected with his present 
company for 10 years, and the aver- 


less 


age term of service with his present 
company for all of the 342 indi- 
viduals was exactly 10.49 years. 
The largest number—29—had been 
with their companies 10 years; 28 
had 12 years of service to their 
credit; 27 were neophytes with 


only three years behind them; 22 


“Mr. ! 


had been on the job four years; 20 
were newcomers with only one 
year’s service, but the same number 
had worked for the same company 
for six years. And 17 joined up 20 
years ago—just as the war to end 
wars was drawing to a close; a 
total of 49 (14.3 per cent) had been 
with their companies for 20 years 
or more, and almost three per cent 

10 individuals—had not 
their company connection 
years or more. 


changed 
for 30 


In Post Five Years 


Our middle man Mr. Median 
Advertising Manager—had held his 
present position as advertising man- 
ager for five years, whereas the 
average years of service as adver- 
tising manager for the group as a 
whole is seven years. At the short 
end of our line we have seven in- 
dividuals who have been advertis- 
ing managers with their present 
companies than one year; at 
the long end are six who have held 
their present positions for 25 years 
or longer. The largest number—41l, 
representing about one out of every 
8—has held his job three vears; 
37 have been on the job only one 
year; 28 have held their present 
posts for four years, and 27 for five 


less 


years. But 23 have been on the job 
as advertising manager for six 
years, 29 for ten years, 20 for 12 


years, and 13 for 15 years. 

In spite of this rather astonishing 
record of job tenacity, it seems that 
slightly more than half of those 
answering (51.7 per cent) joined 
their present company as advertis- 


ing manager, after service in a 
similar capacity or in some other 
related capacity with another com- 
pany, and slightly less than half 
(48.3 per cent) were advanced 
from the ranks in their own com- 
pany 

Of the latter, one out of three 
Was assistant advertising manager 


or its equivalent with his company 
before he was promoted to advertis- 


came up via the sales department 
About one in ten was elevated fron 
the clerical, stenographic and sjnj- 
lar ranks, while the remaindey pro. 
ceeded to their present st tions 
from a wide variety of positions 
Kind and Size of Companies 
What kind of companies d& 


Nese 
men and women work for? Hoy 
big are they? How much do the, 
spend for advertising? Do the, 


represent a reasonable cross-s. ction 
of the advertising field? T!. ap. 


|swers to these questions no’ only 


i 


‘than $100,000,000 at the othe: 


give a further insight into the lif 
and work of the average adve' tising 
manager, but also have a vita! 
bearing on the validity of the study 
itself. 


The of businesses 


types epre- 
sented vary as widely as one could 
| wish. From the answers to the ques- 


tion, “What does your coipany 
sell?” which were given by 338 , 
those returning the question nair 
almost a hundred classification: 
might have been set up. The busi- 


nesses range from machinery ¢ 
sporting goods, tobacco to cleansers 


farm equipment to confectionery 
About one-fifth of the returns (21.9 
per cent) are from companies nor- 
mally classed as industrial—selling 


machinery, tools, metals, and cap- 
ital goods; the remaining four-fifths 
(78.1 per cent) sell consumer and 
agricultural goods and _ services 
foods, drugs, building materials and 
supplies, clothing, automotive prod- 
ucts, alcoholic beverages, travel 
and transportation, ete. Their busi- 
nesses are located in more than 30 
states. 


Most in 1 to 5 Million Class 


Let’s line up our businesses again, 
this time in order according to an- 
nual sales volume, with those doing 
less than $250,000 annual bu 
at one end, and those doing more 
end 
Immediately we discover that the 
1-to-5-million section is extremely 
crowded, accounting for almost as 
many companies as all other brack- 
ets combined. Actually, 44.5 pe 
cent of our companies fall into thi 
bracket, with the next largest num- 
ber (16.6 per cent) in the 5-to-10- 
million class, and the third 
group (12.9 per cent) in the 10-to- 
25-million class. Of the total com- 
panies reported on, 82.7 per cent 
do an annual sales volume otf 
than $1,000,000. At the low 
the line are three per cent with an- 


iness 


] ‘ 
larges 


mor 


r 
ena ol 


nual volume of less than $250,000 
and at the upper end of the lin 
are 2.3 per cent with annual volum 
between 50 and 100 million a! 
the same percentage with annu 


volume of more than $100,000,000 
Size of Advertising Budgets 


When we line up the 
to see how much our 
managers have to spend, howeve! 
we find no similar prepond: 
in one group. At one end 
line are the economy boys— 15 Ps 
cent of the total—who |! t 
struggle along with less than 5-0 


companies 


iY 


advertising 


000 a year in their ad 
pocketbooks; at the othe! 
the line is a select comp 


resenting 3.3 per cent of the 
whose wallets bulge with m 

a million advertising dolla Be 
tween these two extremes nt 
the largest number (22.2 } 

with somewhere 

and $100,000 in 
bankbook, and 
number (21.3 


between 
their ad 
the next Bt 
per cent) 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 


“Usin 
t r 
for editorial and adver- je * 
tising material. Business 


BACON'S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO ILL. 
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To 19.8 per cent the advertising 
budset gives between $100,000 and 
$250,000; 11.5 per cent find from 
$250,000 to $500,000 in the adver- 
tisit till, and the remaining 3.9 
per cent have between $500,000 and 
$1,000,000 to spend. 


Make-up of Department 


More than half of the advertising 
managers covered by the investiga- 
tion (54 per cent) head a depart- 
ment with a total personnel of one 
to four people, in addition to them- 


selve One out of four (25.8 per 
cent) has from five to ten people 
in his department, while 8 per cent 
of the total reign over departments 
comprising from 11 to 20 persons, 
and 10.1 per cent have a “depart- 
ment’ consisting only of them- 
selve A small number (1.5 per 
cent) employ between 21 and 50 
persons in their department, and 
an even smaller number (0.6 per 


cent) have departments numbering 
more than 100. 

Almost three out of every four 
advertising departments (70.1 per 
cent) are self-contained units, while 
one in five (21 per cent) is set up 
as part of the sales department, 6.2 
per cent are connected with mis- 
cellaneous departments or lumped 
into the general administrative set- 
up, and the remainder (2.7 per 
cent) couldn’t decide exactly what 
their set-up was. 

Exactly four out of every five of 
the advertising managers reporting 
work for companies which use the 
services of advertising agencies for 
all or part of their advertising ac- 
tivities 


Have Varied Duties 


A mere handful of advertising 
managers (4.7 per cent) have writ- 
ten contracts with their companies. 
Almost three out of four (72 per 
cent) say their job includes some 
“non - advertising” activities, 
although this premise is debatable 
since there seems to be little agree- 
ment as to what constitutes the 
dividing line between “advertising” 
and “non-advertising” activities. 

For example, of those professing 
‘non - advertising” activities, 46.1 
per cent report that this type of 
ictivity has some connection with 
sales work occasionally personal 
selling, but more frequently provi- 
sion of various types of assistance 
to the sales force; 25.2 per cent re- 
port non-advertising activities of a 
general management nature, 9.1 pei 
cent report public relations as a 
non-advertising activity, and 19.1 
per cent report a variety of miscel- 


laneous chores 

Of the total number reporting 
that their job includes non-adver- 
Using activities, only one out of 
three (33 per cent) believes that 
these non-advertising activities 
have any influence on his salary; 
the other two-thirds say that their 
hnon-advertising functions are not 
represented in their pay checks 
About one advertising manager out 
of seven (14.2 per cent) reports his 
nhon-acdvertising activities account- 
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tween $25,000 and $50,000 to spend. 


QUESTIONNAIRE USED IN SALARY STUDY 


Yow Here Are The Few Simple Questions — Answer As 
Many As You Can 
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To the right is the letter | 
which went out with the | 
questionnaire of the Adver- 
tising Managers Club of 
Chicago, asking for per- 
sonal data on advertising 
managers, and above are 
the two inside pages of the 
four-page letterhead, con- 
taining the questions. The 
letter was not filled in, to 
avoid disclosure of identity, | 
but envelopes were ad- 

dressed personally to ad- 

vertising managers by 

name. 


Ww 


—s- oe | = . 
Cdocrtising Plaviipins (lab 


How About Your Advertising Department — 


Ne ere eek ongrerngn tres 


ee cor 
em 


And wow. tently. just se thet we will get the picture compirer 
How About Your Company — 

Ce ee eee 

Hoe oot Demme tame 6 eeeelly oe mand Gg 

How murd dam ¢ qgemd enmeslh to: edvertmmng © ruund tgerce 

How dee 6 eed «* 


Phe: percemiage (te round Rgurm de ron apond fer magernen sreapepern busine ond 


t SHERMAN " ‘ s 


oor Gr. Advert ng Benne 
eouLne t tke To Kwoer 
. Bnew hoe you oo ’ ne 
oe . o 
4 mrne | 
* getting - | 
4 ° 
e “ * | 
' ° to “* 
« “ wee tee 
. . see 
pay pie 
° “y ‘ 
° ‘ 
" pe 


ing for from 26 to 50 per cent of his 
salary; 10.8 per cent believe that 
more than half their salary is due 
to non-advertising functions; 6.7 
per cent attribute between 11 and 
25 per cent of their salary to work 
outside the strict realm of advertis- 
ing, and 1.3 per cent think that not 
more than 10 per cent of their 
salary check represents non-adver- 
tising tasks. 


Who's the Boss? 


Whom do advertising managers 
have to please—that is, what execu- 
tive is their immediate boss’? This 
direct question was included in the 
;survey, and 340 of the 342 com- 
pleted questionnaires contained the 
answer 

More than one advertising mana- 


ger out of every three (35.3. per 
cent) reports directly to the head 
of the business—the president, 


senior partner, or other chief execu- 

|tive. Another one out of three 
| (31.5 per cent) reports to a vice- 
president, who may also have addi- 
{tional titles, such as director of ad- 
vertising, director of sales, etc. One 
out of six (17.4 per cent) 
manager as his immediate 
and one out of ten (10 per 
cent) reports to the general mana- 
ger. The remainder, constituting 
20 advertising managers, report to 
directors, divisional or product 
managers, or to miscellaneous oper- 
ating executives with titles peculia: 
to their special businesses, such as 
traffic managers, cashiers, etc. 


has a 
sales 


| boss, 


How the Pay Check Looks 


Now, we're ready to line up our 
advertising managers once more, to 
discover how much they get 
for their labors If we follow 
original procedure, we stretch our 
342 advertising managers out in a 
single line, with the lowest-salaried 
tyro at one end and the highest- 
paid tycoon at the other end, and 
all of the others carefully arranged 
in order 


paid 
our 


Based on the salaries received at 
the time the survey was made 
the fall of last yvear—our line is a 
long one, stretching from a low of 


$1,500 at one end to a high of more 
than 20 times this figure at the 
other end (The actual figure for 
the highest paid individual in the 
study is withheld in order to avoid 
any possibility of disclosing his 
identity.) Actually, 80 different an- 


nual salaries are included in our 
line of 342 advertising managers. 
If we break the line exactly in 
half, we find the man in the middle 
Mr. Median Advertising Manager 
—with an annual salary of exactly 
$4,000. And if we add the salaries 
of all 342 advertising managers to- 
gether and strike an average, we 
find that our study represents 1939 
salaries totalling $1,691,984, and 
that the simple average, therefore, 
is $4,947.32. Thirty-six of those in 
the line—10.5 per cent—get $3,000 
per year; 22 of them—6.4 per cent 
get $3,600 per year; only 21 of 
them—6.1 per cent—get $6,000 per 
year, and another 17 (just under 5 
per cent) get $5,000 per year. 
Sixteen of the group (4.7 per 
cent) hit the median figure of $4,000 
on the head, and another group of 
16 get $2,400 annually. Eleven get 
$2,600; 10 get $4,200, and the re- 
mainder are scattered in smaller 
groups at various income levels. 


Bonuses Help, Too 


Dividing them into income 
classes, we get the following pic- 
ture: 

Under $2,000, 8, or 2.3 per cent 

$2,000-$2,999, 68, or 19.9 per cent 
$3,000-$3,999, 91, or 26.6 per cent 
$4,000-$4,999, 49, or 14.3 per cent 
$5,000-$5,999, 43, or 12.6 per cent 
$6,000-$7,499, 39, or 11.4 per cent 
$7,500 to $9,999, 21, or 6.1 per cent 
$10,000 to $14,999, 17, or 5 per cent 


Over $15,000, 6, or 1.8 per cent 

In addition to their salaries, two 
out of every five advertising man- 
agers (40.9 per cent) have a definite 
bonus arrangement, and in 1938 (a 
bad year for bonuses) 114, or 36.3 
per cent, received such a_ bonus, 
ranging from a low of $25 to a high 


of considerably more than $10,000 
The 1938 bonuses for the 114 ad- 
vertising managers who reported 


receiving them totaled $130,780, or 
an average of $1,147.19. More ac- 
curate, however, is the median fig- 
ure—12 of the 114 bonuses were 
$500 each, and this is the median, 
with as many advertising managers 
getting a bonus of more than $500 
as there were advertising men get- 
ting a bonus smaller than this 
figure 

To sum up: Mr. Median Adver- 
tising Manager—the true “average” 

got a $4,000 salary last year, and 
two out of five of the advertising 
managers in our line got additional 


compensation in the form of bonus, 
with the mnedian figure $500. If 
we distribute this median bonus 
among all of the advertising man- 
agers, rather than reserving it for 
the two-fifths who actually received 
it, Mr. Median Advertising Man- 
ager’s income goes up from $4,000 
to $4,200. 


Influence on Policy 


Now let’s turn from a considera- 
tion of salary to that of influence 
on company policies, as measured 
by participation of advertising man- 
agers in sales and general manage- 
ment meetings. In answer to the 
'question, “Do you attend and par- 
ticipate in company sales meet- 
ings?” 87.1 per cent returned a 
categorical “Yes”; 4.2 per cent said 
“No,” and 8.7 per cent said “Some- 
times,” “When advertising is to be 
discussed,” ete. 

This widespread participation in 
isales meetings, with almost nine 
out of every ten advertising man- 
agers taking part in them auto- 
matically, bore out the general 


“policy”? meetings regularly, and an 
additional 18.6 per cent participated 
in these policy meetings occasion- 
ally, or under special circumstances. 
Only 29.5 per cent reported that 
they did not take part in general 
management meetings. 

One more question, and our an- 
alysis of the picture of the average 
advertising manager, as revealed by 
the Advertising Managers Club in- 
vestigation, is complete. The ques- 
tionnaire asked: “Do you like ad- 
vertising work well enough to stay 
in it the rest of your career?” 
Answers were given by 318. Eighty- 
nine per cent said yes; 11 per cent 
said no! 

* * * 

The second article in this series, 
presenting a detailed analysis of the 
effect upon advertising managers’ 
salaries of the type of company for 
which they work, its volume of 


| business and the size of the adver- 


opinion on this subject before the | 


survey was made. 
bers of the 


But even mem- 
Advertising Managers 
Club which conducted the survey 
|} were somewhat surprised to dis- 
cover that, in addition, more than 
half of the advertising managers 
| (51.9 per cent) participated in their 


;}companies’ general management or | 


} 


tising appropriation, will appear 
two weeks from today, in the May 
27 issue of ADVERTISING AGE. 


Montowese to Hicks 


Montowese hotel, Indian Neck, 
Bradford, Conn., which will cele- 
brate its 75th year under Bryan 


management this summer, has ap- 
pointed Hicks Advertising Agency, 
New York, to handle its account. 
Newspapers and magazines will be 
used. 


NUMBER NINE... 


To those advertisers who realize “plain printin™ is 
as antiquated as Aunt Fanny's outdoor plumbing 
—and that today’s printer MUST have the talent to 
originate as well as the skill to produce—we present 
the American Colortype Company. 
e Ours is a full organization incorporating every 
“tool” needed to design and produce quality selling 
helps—from ideas to inks, dummies to delivery. 
More than that, within the organization we have 
that happy balance of personnel that ean lick the 
daylights out of that “special problem.” Its been 
our job for 45 years. And, we'd like to make YOUR 
woblem ours... just as we have for a score of 
hesee top American enterprises from East to West. 


ourselves 


OUR SERVICES 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


TALENT TO ORIGINATE 


. ef a series - COMPLETENESS 


INCLUDE 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


I 
SKILL TO PRODUCE 


+ 


AMERICAN COLORTYPE COMPANY 
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Financin Still MAY ADVERTISING LINAGE IN FARM PAPERS 
Poultry and Pou . 
g | Livestock 1: Live 
| —C tial D lay— -Display-— —Commercial Display—, -—Dis 
a ba incon 2 “1939_— 7940 - 1939 Bilin < -a ohn “1939. = 1940 
Monthlies Pages Lines Pages Lines Lines’ Lines Pages Lines Pages Lines Lines “4 
| | Country Gentleman 46.7 31,771 46.4 31,518 586 905 Bi-Weeklies (April. Two issues unless otherwise noted) 
| Capper's Farmer 36.8 25,007 31.4 21,353 456 364 | Pacific Rural Press 
Progressive Farmer Northern Edition 34.4 25,984 36.1 %27,265 $64 D089 
| Carolina-Va Ed. 27.7 20,152 25.¢ 18,626 444 494 Southern Edition 32.6 24,662 31.4 123,723 59 044 
Georgia-Ala. Ed... 27.0 19,658 25.6 18,623 327 285 | Wallaces’ Farmer 32.2 25,27 27.2 21,336 2,43 4 
Texas Edition 26.5 19,299 26.4 19,245 553 621 | Nebraska Farmer 29.6 21,52 23.9 17,370 1,344 ’ 
| Mississippi Edition 26.0 18,931 26.1 19,028 421 433 §Average 4 Editions 31.5 22,957 27.2 19,792 1,49 
| : - Kentucky-Tenn, Ed 25.1 18,297 24.8 18,081 51 4¢ Prairie Farmer 
Chicago, May 7.—Zenith Radio $All Editions ....... 23.3 16,980 22.9 16.648 95 149 | M1 & Ind. Editions 30.1 21,914 26.2 19,045 1.613 
‘ . : : . Average 5 Edit 26 19,267 25.7 8,721 420 60! The Farmer 
C orporation will begin production oan aa Sesning... 43 1 19,399 39 : 17,699 626 633 | ' Gameiak Edition 24.9 19,521 25.5 20,015 2 569 F 
of frequency modulation receivers vorm Journal & ; | Wisconsin Agriculturist 23.6 18,509 20.8 16,299 1.88 ; 
—— ~_— . __ Tarmer’s fife 42.3 18,148 41.7 7,89 932 826 | California Cultivator 24.2 18.324 26.4 19,955 387 
as soon as the Federal Communica- Farm & Ranch 21.3 16,071 19.2 4,508 1,120 1,065 | Ohio Farmer 23.5 18,080 18.9 14,566 1.470 
tions Commission establishes stan- | Southern Planter.. 17.8 12,487 13.0 4,130 51¢ 85 Oregon Farmer 23.7 17,922 20.1 15,217 
in a . California Citrograph 17.6 11.81 0.6 13,864 Washington Farmer 23.7 17,888 20.4 15,422 | 
dards, Eugene F. McDonald, Jr., Southern Agriculturist 14.2 9.94" 12.6 S825 151 267 Idaho Farmer 22.7 17.174 20.9 15,805 1 
president of the company, said at| *New Jersey Farm & Pennsylvania Farmer.. 21.9 16,840 17.9 13,711 37 
> ¢ - —_ > : P Garden 17.0 7,644 15.3 6,896 1,45¢ 1,702) Kansas Farmer 22.2 16,839 13.0 9,877 gs 
the annual sales convention at the bitanekan Maweune 16.0 7.200 14.8 6.675 | Michigan Farmer 20.2 15,547 17.7 13,566 2,89 . 
Edgewater Beach Hotel last week. | tAmerican Fruit Grower 15.9 7,133 17.8 7,991 | Arizona Farmer 20.5 15,528 27.2 220,562 17 45 
.) ‘ . P : *Florida Grower.. 10.1 6,842 11.1 7,515 New Eng. Homestead 20.6 14.447 21.1 14,759 2.74 
C ommander McDonald reiterated t*Idaho Granger 6.7 6,212 5.4 9,89: American Agriculturist 19.8 14.407 22.4 216.289 2 18 
| his views on television in no uncer-| tWvoming Stockman Rural New Yorker 17.9 14,027 17.9 14,018 4,791 
lé¢as ‘ ‘ ¢ ate — POPMOP .occce. 6.0 5,369 4,970 252 199] Dakota Farmer 16.7 12,899 12.9 9,967 2 OF 
| tain language _and also spiked | sonic Farm Bureau Sediane Sarmere Guide 11.2 9470 348 18%06 ans 
rumors that Zenith is to invade the News . eee 11.6 6,211 12.7 71 2 44) Missouri Ruralist 10.8 8,192 11.2 8479 244 
nen Pant - » ¢ ‘ a Poultry Tribune ™ 3 tan 
= igerator = mo field. | © “Eastern Edition 12.1 5,194 11.9 5,125 3,575 2,676 ‘Surah Grows errr so.0ee 847 
| The company will confine its activi- Central Edition 11.2 4,797 11.4 4,892 2,053 1,410 
; , : : Pacifie Edition 10.8 1.615 10.46 4,536 1,685 1,052 
ties to products definitely allie ; : ~ - . 
: P : y , d Western Edition 9.8 4,222 10.6 1,565 1,304 oof Weeklies (April. Four issues unless otherwise noted. 
| with radio, the chief executive said. $All Editions 9.2 3,963 9.9 4,263 1,112 364) *Washington Grange 
P . P _ *Kentucky Farmers } News . 17.9 19.390 12.5 13.608 
Commander McDonald said that “aberatatgy Sita hela 6.2 4.827 7.0 5,524 684 860 | wWeekiy Kans. City Stas : deve 
Zenith is refraining from marketing | Breeder's Gaze 9.9 4.450 9.9 4.474 3,337 3.443] Missouri Edition... 6.1 14,916 13,954 9.33 
¢ ? 2 . ati = tArkansas Farmer 5 37 H 3,479 5 2 Capper’ Week! ; 28 6,326 3 6.919 » gre 
} any frequency modulation receivers *Carolina Co-operator 8.9 3,745 11.3 4,760 TTT Soni. Weekie Form News : ; ©.ons — 
at present because sets might be-| *Better Fruit ... 8.4 3,629 10.0 4,204 Friday Edition 2.2 6,224 2.5 6,973 5 
, ; i i ; if | American Poultry Journal Tuesday Editio 1.3 93,201 1.5 3.4! 63 
come obsolete in six months if eee nition 2 OSX 808,45! me 208 l ecm teen” * 3 491 , 
standards set by the FCC differ Central Edition 4.9 2,087 7.4 3,188 1,902 1,509 | News ... 44 3.198 5.1 1 706 89 
. . s Western Edition 3.9 1,688 6.8 2,903 987 806 canis aah 
from those now in use. He pre-| ai) editions $8 1618 6.1 2.629 859 bbe Petes Grew - a a 
dicted a far brighter future for fre-| Nation's Agriculture 5.1 2,313 4.9 184 
> »Y nti c 4s Netional Livestock | 
quency modulation than for televi header 29 2113 2 9969 altos (heel) 
sion, however, and reminded his| *american Cotton | Omaha Daily aa 
audience that Zenith is broadcasting | ‘'°’*' 1.8 61,248 1,68¢ ol 10} nal-Stockman 17.7 37,752 17.9 38,178 9,61 
Z d i *Kansas C 4 Ye 
F-M 161% hours daily from a trans- | Total Group 315,891 08,946 26,815 24,115] —" elated Os 06080 168 chete fen 
mitter in the Chicago Towers Club |  Semi-Monthlies (April) | *Chieago Daily 
H ; *Oregon Grange | Drovers Journs! 15.4 33,923 14.9 11.646 10.56 
building. Bulletin 14.7 16,492 15.0 14,644 | *St ee —— Live 
id Hoard’s Dairyman 22.2 16,173 2 37,687 105 Os Stock Reporter 1.0 7.673 14.9 31,835 & 808 { 
Who Will Pay? Farmer Stockman 19.5 14,736 19.2 14.520 1,469 1.366 
: t "s . 4 8.744 Total Group sa.N08 84.677 
Tiles, te ah enmmetenh | eras Corr: -<:- 18S FETS te ieee bie at) __Syeel Gown | io 
TEAMED ITH contemptuously, “‘is still just around | Western Farm Life 16.0 12,529 15.8 12,399 Hoo *Figures provided by publisher 
> Porner . . x aloacme *California Grange tApril linage, not included in tota 
Ww OwWe, the corner for the stock salesman | (\4!fernia as tenes 48 206 te coe te gots 
only.” Absolutely no progress has | Missouri Farmer 8.9 6,975 4 420 aie 1 | zThree issues 
fle : a > ac . ‘Five issues 
DOES JOB been made in the last 18 months) Total Group 103,294 101,538 10,164 6,0 fSpecial issue 


in hurdling the economic obstacles | 


| sthencing television, he asserted. 

’ 

Mv : EXAS become a great industry, but the 
burning question continues to be 


the financing. In his opinion, the 


Ultimately, he said, television wii Farm Monthlies 


Score 2.2% Gain 


public will demand the equivalent | 11) May Linage 


of motion pictures which now cost 
Of course, you want to the 


movie producers $200,000 per 

sell the grea + Texas hour and are sold to the public 
° through theaters at less than ten 

market economice | ly ; |cents an hour per person. Adver- 


tisers, he said, haven't that kind of | 


money to pay for public entertain- 


Then naturally you'll 
want WOAI to do the 


. * * ment. 

|o b of brin g we y ° oF | Zenith itself, Commander 
message to this rich |Donald explained, is making prog- 
but wides prea d area. ress on experiments designed 


ifinance television by putting it on | 
telephone wires, which will solve | 
It's a tic klish |o b » |the economic puzzle. 


b ut one ¢ hat’ s d one |been operating a 
more e f f ec } ; ve | y b y | mitter for more than a year. 
WOAI'S perfectly teamed 
Power and Listener Pref- 
erence — as indicated 
by all accredited surveys. 


Radiorgan Is Expanded 
E. A. Tracey, vice-president, who 
‘introduced the new line to distrib- 
utors, said that acceptance of the | 
Radiorgan featured operations in 
1939 and the line has been ex- 
panded as a result. Full six-button 
64-tonality combination Radiorgan | 
is available on receivers priced as | 


WOAI'S program popular- 
ity with an enormous, 


| | d P low as $39.95, compared with a 1939 
oya ; an FeSpPONSIVE |ninimum of $59.95. The bottom 
audience, plus 50,000 |price of $14.95 for Zenith radios 


represents a slight increase over a 
year ago, however. 


watts of power, form 
the working combination 
which helps you cover 
the Southwest with a 
punch. 


broadcasts 
most of the 
equipped with 


from foreign 
Zenith 
short 


models are 
Write for facts. ye 
ginning at $24.95. 
Universal portables 
streamlined to look 
| gage. 

Zenith will concentrate advertis- 
ling in the fall and winter months 
land accordingly has deferred de- 
|tailed plans. 


been 
fine lug- 


have 
like 


Allen Appoints Pepper 

Allen Marine Controls, Briarcliff 
Manor, N. Y., has appointed J. W. 
Pepper, Inc., New York, to handle 
its newspaper and magazine adver- 
tising. Robert Hilton, who is ac- 
count executive, also is assistant 
manager of the new Pepper office 
with Elmer W. 
ager 


Cunniff to WKBH 

Edwin J. Cunniff has resigned as 
manager of station WHBL, She- 
bovgan, Wis., effective June 1, to 
‘ssume a similar post at WKBH, La 
Crosse, Wis. WHBL is seeking an 
increase in its night power to 1,000 


Donovan as man- 


50,000 WATTS * CLEAR CHANNEL 
NBC * TON °* AFFILIATE 


Represented Nationally by Edw. Petry & Co. 


As a result of popular interest in the 


at 16 Court street, Brooklyn, N. Y., | 


New York, May 9.—Linage in 
May issues of monthly farm papers 


‘totaled 315,891, Publishers’ Infor- 


mation Bureau reported today. This 
was a gain of 2.2 per cent over the 
308,946 lines carried by the same 
papers in the month last year. The 


Mc- | gain for April was 5.5 per cent. 


A majority of the other farm 


to | Paper groups reporting April lin- 


also showed increases 
Semi-monthlies carried 


age today 
over 1939. 


Zenith has | 103,294 lines as compared to 101,536 
television trans- | iM 1939, a gain of 1.7 per cent. The 


total for the bi-weeklies was 384,- 
694, a gain of 6.8 per cent over the 
359,966 lines carried last year. 

Weeklies carried 52,255 lines as 
compared to 47,651 in 1939 for a 
gain of 9.6 per cent. Dailies carried 
133,806 lines, a drop of 0.6 per cent 
from the 134,677 reported for April, 
1939. Figures and page totals for 
the individual papers are reported 
in the accompanying table. 


Pioneer Suggests Blue 
Ribbon Day for Dad 


To help popularize Father's Day, 
Pioneer Suspender Company, 


countries, | Philadelphia, has suggested that it 


be called a “Blue Ribbon Day” for 


bands | dad, standardizing on the blue rib- 
this season, foreign short wave be- bon 
The new Zenith | display managers could make in- 
|}expensive use 


motif. It is pointed out that 
of the blue ribbon 
idea, it could be used on gift mer- 
chandise and sales clerks could 
wear blue ribbons in their lapels. 
The forecast is made that wives and 
children might adopt the idea of 
wearing a blue ribbon on Father's 
Day in remembrance of dad. 


The Pioneer Suspender Company | 


has adapted the idea to its own 
brace and garter sets, belts and 
belt and buckle sets for Father's 


Day by attaching appropriately let- | 


ribbons 
captions, 


tered blue 
advertising 


and using the 
“Gifts for a 


Blue Ribbon Dad” and “Make It a 


Blue Ribbon Day for Father.” 


Consumer Education on 
AFA District Program 


The consumer education program 
of the 10th district of the Adver- 


tising Federation of America, par- | 


ticularly with relation to textbooks, 
will be aggressively continued, it 
was decided at the quarterly meet- 
ing at Oklahoma City. 

Rowland Broiles, Fort Worth, was 
elected to fill the unexpired term as 


watts, which it uses during the day. | director of Sam Bennett, resigned. 


‘Advertising Dentists ‘Michigan Mutual Names 
in Oregon Win Tilt Wright to Ad Post 


The Oregon State Board of Dental K. L. Wright has been appointed 
Examiners has been permanently |advertising director of Michigan 
enjoined from enforcing rules gov- |Mutual Liability Company, Detroit 
erning advertising of dental serv- |He has been contact man on this 
ices as a result of a complaint by |account with C. E. Rickerd Adver- 
Dr. Harry Semler, Portland and |tising Agency for three years. 
Salem, the largest dentistry adver- Branch offices have been estab- 
tiser in the state. lished by the company at Cleveland 

The court’s opinion upholds ad-|and Columbus, O., which means an 
vertisers in the use of such ex-|expansion in the advertising pro- 
pressions as “credit dentistry,”’|gram since the company limits its 
“easy terms,” “modern methods,” |advertising to those areas in which 
“scientifically equipped.” It also|/it operates. Newspapers, maga- 
gives them the right to use colors |zines, direct mail, radio and outdoor 
and various type sizes in copy and jare being used. Rickerd will con- 
to make statements in the press or |tinue to serve the account 
on the radio concerning the facili- 
ties of their offices. 


State Stores Expand 


State Liquor Control Commission 
stores in Michigan sold only a third 
as much as privately-owned dis- 
tributors last year, so the state 
stores are extending their closing 
hour from 6 to 9 p. m._ Privately- 


Denies Pate Oil Plea 


The plea of Pate Oil Company, 
Milwaukee, to the circuit court 
there to restrain Pure Oil Company 
from using the slogan, “Your 


Friendly Neighbor,’ on the ground | operated stores located within 
that it had a confusing similarity |mile of a state-owned store ar 
to its own slogan of “Hello. | forbidden to sell liquor while the 
Neighbor,” has been denied. | state store is open. 


Garfinkel Adds Neumark . 
Louis Neumark has been ap- | S 

pointed production manager and! 

| radio time buyer of Sidney Gar- 


finkel Advertising Agency, Los , 
_ . aiaia =e er To date Mothers have asked ‘o° 
Angeles. He was formerly with eee tndthe ood anenlst 


John Bunker, Inc., Cincinnati. thecuah CONGRATU! ATIONS 


| 
| 


M-W ECONO-PRINT (Planograph) is ideal for your short-run” bookle's 


broadsides, folders, house organs, maps, posters, sales bulletins 


window strips, and the like, where only a small quantity is neede? 


Saves you time and money on many types of moderate-size job: 


Phone Calumal 7200 or While 
MAGILL-WEINSHEIMER COMPANY 


1320-1334 SOUTH WABASH AVENUE - CHICAGO, ILLINOIS 
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ADVERTISING MESSAGE IS DIALED convention program committee. convention, while Mr. Moley will 
Johnson, Moley Other speakers announced by Mr. address a meeting sponsored by the 


Garrett include Paul Hollister, industrial advertising conference. 
on Program for : 


executive vice-president, R. H. a 
Federation Meet Macy & Co.; Richard H. Grant, vice- Gets Power Increase 

president, Plymouth Motor Cor- Station KXOK, St. Louis, has 

New York, May 9.—General! poration; Elisha Hanson, general, been authorized to increase its 

/Hugh S. Johnson and Raymond | counsel, American Newspaper Pub- Power from 1,000 to 5,000 watts, 
Moley will be among the featured | lishers Association, and Colonel =" — ed a phe 
| Speakers at the 36th annual conven- Willard Chevalier, publisher, Busi- gal tia mn a oA metal 
| tion and exposition of the Advertis- ness Week, New York. Mason Brit- | ciple. . it 
|ing Federation of America, June 23-|ton, Federation board chairman, 
|27, at the Hotel Sherman, Chicago,!and vice-chairman, McGraw-Hill 
|it was announced today by Paul Publishing Company, will deliver 


MacLean Appoints Scott 


: 5 °0., Si ‘ran- 
Garrett, vice-president and director the keynote address. Duncan A. Scott & Co., San te A 

if Sie othedin Gener Mater ennai Séliebe ; i |cisco, has been appointe d Pacific 

of public relations, General Motors reneral Johnson is to speak at) Coast representative for MacLean’s 


Corporation, who is chairman of the the annual banquet and ball of the | > 
Telephone cut-out mailing piece produced by Barrett Bindery Company, Chicago, f a : MAGSTNG and Creteteme. 


which carries a brief sales message in the dial holes. When the dial is revolved, | 
another sales message appears in the holes. 


] ' years old in need of repair. 
Good House Case Mr. Alder described the opera- 
tions of his department and supple- 
e mented the testimony given last 
f nues on Its week in Chicago by Ira H. Reindel, 
Con | chief refrigerator engineer of the 
Norge division of Borg-Warner Cor- 
° poration. While he was on the 
ontroversia ay stand, a report of the test of a 
| Norge refrigerator made by the 
New York, May 9.—Rebuttal tes- | Good Housekeeping Institute was 
timony designed to discredit state- ‘admitted into evidence, over the 
ments previously made on the stand | strenuous objection of James L. 
by witnesses called by the Federal Fort, chief counsel for the Com- 

Trade Commission featured pro- Mission. 

eedings as the FTC-Good House- 
keeping hearings were resumed 
here this week. Dr. R. R. M. McLaughlin, a der- 
Two doctors also took the stand matologist, described his clinical 
for Hearst Magazines, Inc., to tes- | experiments in connection with the 
tify concerning medical properties application of vitamins to the skin. 


f pro¢ 


Doctors Disagree Again 


jucts referred to in earlier | His testimony contradicted that of 
parts of the case. Other witnesses | doctors called by the FTC. H 
included George Alder, chief engi- declared that topical applications of 
neer at Good Housekeeping’s labo- Vitamin D to the skin may be of 
ratories, and Floyd W. Crowley, a_ benefit. 
service man for Winchester Re- Dr. Frederick S. Macy, a special- 
peating Arms Company. ist in the physiological effects of 
I. W. Digges, chief counsel for colloidal preparations, testified that 
Hearst. paraded a half dozen wit- colloidal metallic gold facilitates 


F nesses to the stand to rebut parts cleaning of the skin. Although th 
- earlier testimony given by Oliver | golden cleansing cream marketed 
it Brantley concerning rug cleaning | by Daggett & Ramsdell and adver- 
lis methods. Mr. Brantley had testi- | tised in Good Housekeeping was not 
T= fied as an FTC witness that a num-/ mentioned, it was clear that he was 
ber of companies had issued reports | called to testify on the medical 
b- dvising against the use of Chroma- | properties of such a product. 
nd tone in rug cleaning. Hearings in New York will last 
“9 . at least for another week, after 
ite Advertisers Testify which the locale will be shifted to 
ch James N. Dow, technical director, Washington. After the Hearst de- 
a- Bigelow-Sanford Carpet Company; fense is completed, the FTC expects | 
Or John V. Smeallie, advertising and to hold brief hearings in New York 
n= promotion department, Mo- and Washington. A decision in the 


awk Carpet Mills, Inc., and Minot Case 1s unlikely for several months 
\. Crofoot, secretary of A. & M — 


Karagheusian, Inc., testified to the . i : And Ou er a 
contrary as far as their own com.|P nico Securities Now 


se panies were concerned. The first Offered to Public 


ty lar ‘ . ; e e 6h? e 
jis- 0 declared that no such report Stockholders of Philco Corpora- oa 
ate was to be found in their files, while | tion, Philadelphia, have voted to WI you a Ve ihY/ / os 


ofoot produced a testimonial amend the articles of incorporation 


ly- letter from his company endorsing | SO that the public can participate 

é the use of Chromatone in ownership of the corporation’s | 
art \Ty . ‘curitie The c any has been | 
al M ( rowley, who was formerly securities, Phe Compan) has = 
the <4 ' 


privately owned 
The par value of outstanding | 
common stock will be changed from 


vice manager of the Winchester 
subsidiary which used to market 


— Whirl-Dry washing machines, ap- $100 to $3, each share of present! 
peared to counteract the testimony common stock being exchanged for 
of a previous witness from L. Bam- 33 1/3 shares of new common 5 r 
$ berger & Co. He denied that the stock. When the exchange has been ... Because farmers in the 8 midwest States 
Store d returned many machines COMpleted Philco will have 1,221,- pay almost TWICE as much, per subscrip- 
Ss mechanicallv defective and indi- 100 shares of common stock and f he; Mid F p th 
ated that the machine a and to 28,385 shares of $100 par value $5 tion, tor their 1dwest arm aper as ey 
nthe we Machines returne@ DY preference stock but no_ bonds, pay for the average National farm paper. 
wamberger's were models several mortgages or funded indebtedness . : . “ ; 
= 2 a Present stockholders are expected Yet, in spite of this higher price, there are 
to sell some of their common stock : 
and there will be, in addition, a approximately 


public offering to retire all out- 
standing preference stock. The new 
financial program is expected to 
make it easier for the company to 
raise additional capital when neces- 
Sary . . 

| . farm subscribers to the Midwest Farm i 
Calvert Increases Papers, for every 
Newspaper Advertising 

May newspaper advertising fo) 
Calvert Reserve and Special will be 
increased 116 per cent over the 
same month last year, according to 
Jim Johnson, advertising manager 
Calvert Distillers Corporation, New 
York. 

A total of 290 papers in 250 cities 
will be used in addition to color 
advertising in Collier’s and Life and Pg 


farm subscriber to the average National 
} Ae farm paper. 


When twice as many farmers pay twice as much money 


transit and outdoor advertising in vA ~ 4 for any article, there can’t be much doubt as to their 
several areas. Copy will continue SAKE ~ \% first choice—whether the product be washing machines, 
the “protective blending” theme << . wh Ge tractors, or farm papers. And that’s worth knowing ‘ 
Erwin, Wasey & Co., New York, is , a. when buying farm paper space to reach the key Midwest 4 
the agency. — farm market. : 


> an tae Kills Farbstein Bill wy 


New York + F. EM. Cole, Chicago The Farbstein bill, a fair trade W FA RM PAPERS 
A. Scott, Pacific Coast _ act for the New York liquor indus- 


v. has been vetoed by Gor r= 
ao ae hye af men he Gov. Se CHICAGO-6.N. Michigan NEW YORK-250 Park Ave. DETROIT -New Center Bldg.) SAN FRANCISCO- Russ Bidg 
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May 13, 1949 


To John Taylor 


Dry Goods Company 
which started its 


EIGHTH YEAR 


of daily merchandising 
programs on KMBC May 1 


And a second toast to the 
intelligent handling that 
has made this retail sell- 
ing program one of the 
outstanding examples of 
the successful use of the 
medium...by a depart- 
ment store...in the his- 
tory of radio! 


Y 


With a bit of a nightcap 
for ourselves, thankful that 
we have been able to 
serve with constantly in- 
creasing effectiveness, 
since the very first broad- 
cast of “Joanne Taylor's 
Fashion Flashes.” 


Wed like to drink a toast 
to your successful pro- 
gram on KMBC, too. 
How about it? 


KMBC 


OF KANSAS CITY 
FREE & PETERS. INC., Nat'l Reps. 
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|mental functions that comprise} 


ADVERTISING AGE 


Weaver Tells Philosophy 
Behind G-M Research 


'dulgence in superlatives may even 
have a negative effect. 

Customer research related to aq. 
| vertising, sales and service prob. 
‘lems is broken down by G-M inty 
'three classifications — “pre-selling, 
| selling and re-selling.” 


TELLS REASONING 


"Deliberative" as Well '“cons,” furnishing favorable as well 


e8 ae as unfavorable arguments; third, a 
as Spontaneous Re- “referendum,” inviting the respond- 


. ents to criticize the “pros” and 

actions Sought | “cons” and add any new points con- 

By IRWIN ROBINSON | sidered necessary to balance the ar- 

New York, May 8.—Despite the | uments; fourth, the “vote,” 50 

fact that it is barely out of the} questing the expression of he an 9 

cradle, customer research has won | attitude _ hed ee ae ni 

its spurs as a practical coordinator | Se Eee of Gan aie an omuiek 
f z i specializ 2part- | ~ |" S , .s 

oF OS Sue Diy Spemanes Gepert | determine which of the arguments 


General Motors Corporation, Henry poem ay — niuence and 


G. Weaver, pioneer in the art of | 


probing consumer whims, disclosed | Change in Technique 


| Under the first heading, yy, 
| Weaver explained, are includeg 
| those things “that are done or which 
| might be done, prior to the time 
| the potential customer becomes 4 
|live prospect.” Points consicdereg 
| here are “what shall we say?” 
furnishing the consumer with the 
information that interests hin 


with 
emphasis on spots where he lac «s jp. 
formation and where he is co: tuseq 
by misinformation; “how should we 


say it?”—relating to language ang 
pictorial treatment; “where should 
we say it?’—with referenc: pot 
only to the choice of conventional] 


H. G. Weaver, 
search expert, who tells all about G-M 


General Motors’ re- 


this week. 

In a penetrating analysis of the 
objectives, techniques and _ results 
of his department—a presentation 
that might well be adopted as a 
working guide for market research 
men—Mr. Weaver brought to light 
many hitherto unrevealed aspects 
of General Motors’ customer re- 
search and its relationship to adver- 
tising and sales. 

Although warning against any 
consideration of customer research 
as a “specialized activity in the 
usual functional sense’’—inasmuch 
as its scope must include all phases 
of the business that affect the con- 
sumer—he nevertheless emphasized 
his department’s role as a_ vital 
merchandising tool. He asserted 
quite frankly that “the only object 
of General Motors customer re- 


| search is to help General Motors sell 
| automobiles.” 


Three Types of Operation 
This goal is sought in three ways: 
by helping to keep G-M products 
more sensitively in line with con- 


| sumers’ tastes and desires; by sub- 


stituting facts for opinions on the 
intangible aspects of sales and ad- 
vertising procedures, and by con- 


| ducting research efforts in a man- 


| keep 
progress, 


|operation § in 


| than 2,000,000 motorists 


ner that will interest consumers and 
them posted on engineering 
thereby compensating 
them to some degree for their co- 
answering question- 
naires. 

The G-M customer research staff 
conducts from 20 to 30 surveys a 
year, establishing contact with more 
owners of 
all makes of cars, in all 
classes, and located in all sections of 
the country. Although this work 


is conducted chiefly by mail, per- | 


'sonal interviewing is also used to 


cross-check mail results. 

Two separate types of consumer 
reaction are sought, Mr. Weaver ex- 
plained. First, an approach is made 
to the average motorist, 
more of an expert on use than he is 


'on design, and who has difficulty in 


projecting his thinking very far be- 
yond that which he sees and feels 
in his day-to-day experiences.” 


In addition, however, G-M has 


| built up over a period of years a 


| list of 


special correspondents, 
termed “motor enthusiasts,” people 
who make motoring a hobby, who 
take more than a passing interest in 
problems of engineering design and 
who possess the ability to project 
their thinking somewhat beyond 


| what they actually see in the cars 


| for experiments in 


of today. 


“Since motor enthusiasts think in | 


advance of the average car owner,” 
Mr. Weaver remarked, “their reac- 
tions are more significant as bear- 
ing on the future.” 


Exceptionally High Returns 


Questionnaires for this group are 
compiled separately and results are 
compared with the voting of the 
mass group. Returns from the en- 
thusiasts run as high as 70 to 80 
per cent, Mr. Weaver said, and the 
cooperative attitude of these motor- 
ists affords unusual 
research tech- 


price | 


“who is | 


opportunities | 


“Although this development in 
questionnaire technique is still in 


|it has tremendous possibilities as 
bearing on the problem of forecast- 
ing future trends, because it con- 
'cerns itself not with existing atti- 
|tudes but with what the attitudes 
| will most likely be after the motor- 
ing public, through experience or 
otherwise, has come into possession 
|of the complete and full facts,” Mr. 
Weaver said. He also suggested 
that a similar technique might be 
used effectively by research agen- 
cies specializing in public opinion 
lanalysis of economic and _ social 
| problems, “not as a substitute for 
|existing types of surveys, but as a 


means of getting ‘deliberative’ reac- | 


|tions to be presented in contrast 
| with ‘spontaneous’ reactions.” 

_ The use of customer research as 
a guide to effective advertising ap- 
peals is practical, Mr. Weaver as- 
|serted, because “most of the ques- 
| tionnaires used in such surveys are 
| designed to dig beneath the surface 
| of the consumer’s attitudes and 
| throw light on the whys and where- 
fores back of his likes and dislikes.” 


Immense Aid to Advertising 

This fact is particularly important 
with respect to pre-testing adver- 
tising, he pointed out, because cus- 
tomer research depends for its effec- 
tiveness on the development of 
techniques that will get action 
through printed matter alone. He 
added, parenthetically, that one of 


|stacles in the path of 
measurement of advertising is that, 
generally speaking, it is used in 
/conjunction with personal sales- 
manship and other forms of promo- 
tion, and its effects cannot be segre- 
gated therefrom. 

Customer research, he 
sized, is 
laboratory, providing data compar- 
able with that 
| order houses, where the effects of 
advertising efforts are not colored 
by various other types of sales 
normally employed along with ad- 
vertising in the conventional mer- 
chandising program. 

Among the _ investigations 


empha- 


con- 


search staff, Mr. Weaver said, are 
special surveys relating exclusively 
to motorists’ reactions to advertising 
campaigns, soliciting their criticism, 
suggestions and preferences with 
respect to various types of media. 


Two Reactions Sought 


When a technical feature is being 
| introduced, or when such a feature 
| does not seem to be very well under- 
| stood by the motoring public, he 
went on, two different types of sur- 
veys are conducted, directed to two 
|}separate but strictly comparable 
| groups of motorists. One question- 
naire is designed to get ““uncoached” 
reactions, while the other aims to 
elicit “coached” reactions. 

In the former instance, for ex- 


|ample, motorists are queried about 
their knowledge of the feature, in 
an attempt to determine the ezist- 
ing attitude, at the same time indi- 


the experimental stage, we believe | 


the greatest and most common ob- | 
scientific | 


beginning to serve as a/| 


secured by mail | 


ducted by the G-M customer re- | 


customer research in a remarkably can- 
did story. 


ond type of questionnaire describes 


| the feature in detail, explaining the | 


|functions before asking for a vote. 


Gives “Mental Demonstration” 


‘““"The first type of survey eliminates | 


any attempt to “sell” the motorist 
}on the advantages of the feature, 
Mr. Weaver explained, 
itself to a determination of the de- 
gree to which promotional efforts 
to date have been effective and the 
| degree to which they have been in- 
|effective. The second survey, how- 
ever, which is usually designed in 
the light of results disclosed by the 
first investigation, aims to clear up 
|} points of misunderstanding by ac- 
quainting the motorist with the ad- 
vantage of the feature—giving him 
a “mental demonstration” — before 
asking for his reactions. 

Occasionally several different 
questionnaires of the second variety 
have been distributed, Mr. Weaver 
said, each dealing with exactly the 
same feature of design but describ- 
ing it in different language. 

“The data resulting from such 
surveys discloses variations in con- 
sumer reactions due to variations in 
|descriptive technique alone. In 
| other words, they indicate what the 
customer’s reaction would be after 
he had read a certain description in 
jan ad—or gotten it by word of 
mouth from a salesman. Since the 
object of these experiments is to de- 
termine, through trial and error, 
| what kind of description would be 


with advertising or printed sales- 
manship, we feel that we are en- 
titled to go just as far in our de- 
| scriptive phraseology as an adver- 
tisement or a salesman might go in 
presenting the feature. 


Makes Further Breakdown 


“As a matter of fact, if such tests 
are to be completely revealing, we 
must run the gamut all the way 
from the most restrained under- 
statement at one end of the scale, 
clear up on to the limits of ex- 


uberance as set by the advertising 


profession.” 

Mr. Weaver remarked, in passing, 
that an overly glowing description 
|does not always result in the most 
| favorable vote; an unrestrained in- 


| 


confining | 


most effective for use in connection | 


advertising media, but to the ex. 


ploitation of other channels o! com. 
munication as well, including word. 
of-mouth advertising on the part of 


satisfied customers, service men, in- 
dependent experts and others to 
whom the buyer may look for ad- 
vice, and finally, “when should we 
say it?’—relating to the prob!em of 
synchronizing the message in rela- 
| tion to buying habits. 

Under the second heading, “sel]- 
| ing,” consideration is given to the 
most effective way of dealing with 
the prospect in face-to-face selling, 
with particular attention to treat- 
ment when he enters the showroom, 
tactics to be pursued in paving the 
way for an effective presentation 
and demonstration of the product, 
and tactics that help the prospect 
make up his mind and sign the 
order. 


After Sale Is Made 


Under the final heading, “re-sell- 
ing,” special attention is paid to 
helping the user get the most out 
of his car; helping him become more 
efficient as a consumer; helping him 
not only with mechanical maintain- 
ance but also taking into considera- 
tion other factors affecting owner 
satisfaction, including what might be 
termed the “amenities of service,” 
to the end that G-M gets a maxi- 
mum share of repeat business, as 
well as new business stimulated by 
word-of-mouth advertising. 
| In discussing his research tech- 
nique, Mr. Weaver declared that 
G-M attempts to inject a personal 
touch and to make the question- 
naires “intimate, intriguing and en- 
tertaining.” As a result, he said, 
hundreds of thousands of spontane- 
|ous letters and comments are re- 
ceived each year which constitute 
an extremely valuable adjunct to 
the formal approach for facts 
Chance remarks and random obser- 
vations, which he referred to 4s 
“vitamins of human understanding,” 
are often more revealing and more 
suggestive of a course of action than 
| straight statistical data. 


ConegestDeshions 


The New York Metropolitan Edi- 
tion of CONGRATULATIONS guer- 
antees 50,000 annual circulation. 


MAKE ADS PAY DOUBLE! 


_ With the New ATLAS Display Print 


at LOW COST! 
To Give You An Idea 


and that's just what many merchants are doing all over the 
country by blowing up their newspaper ads for window and 
counter displays! Let an ATLAS Display Print focus the ful! 
selling power of your ad right at the point of sale . 


.. and 


of the scale of prices and quantities, 10 Display Prints enlarged * 
24° 136" from one original, $1.70 each—25 at $1.40 each—other quar 


nique. cating to what degree impressions 

One of the most recent develop- | are in harmony with the facts and 
ments resulting from such experi-| to what degree they are based on 
ments, he revealed, is a new type of misinformation. The “coached” 
questionnaire dealing with the more | questionnaire, on the other hand, is 
complex aspects of engineering de- | not concerned with existing atti- 
sign. This is divided into five sec-| tudes, but is designed to forecast 
tions—first, a detailed description of | what the attitudes will probably be 
a specific feature or trend in design; | after the features have been thor- 
second, a listing of “pros” and oughly explained. Thus, the sec- 


tities and sizes in proportion. Color is not restricted to black, but A’ 
NO ADDED COST can be brown or red on white. Write or phone Atlas 


Only ATLAS Makes Display Prints 


ATLAS PHOTO COPY CO., 520 N. Michigan Ave., Chicago, Whiteha!! 757 
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n Karl Frederick Lindsay Heads Dailies Rdvestinnes Will session will be devoted to radio, Compton Promotes Two 


A. O. Lindsay, Herald-Whig, window display and direct mail. 


" . ; spre Gilbert Ralston ha > - 
‘ Succumbs to yo gerd See Eicon | | Hold Spring Meet PPB eco se og gg arse moted to the position of network 
D Markets. Other officers are: Joe | ’ |program subjects together with a|P*OSram manager, an a: Josnes 
: Heart Attack M. Bunting, Bloomington Panta- at Rye This Week | resume of legisl: Prony affecting ad- ln ge yy BR, HN 
Detroit, May 9.—Karl A. Freder- | 97@ph, vice-president; F. Ward Just.) New York, May 9.—A three-day | Vertising. A special session for in- I New York. Both are new panies 
- ick, widely known Detroit and Chi- ena News-Sun, secretary- program packed with down-to-earth | dustrial advertisers will also be in-|in the agency. Storrs Haynes has 
‘ cago advertising man, died iy aa. discussions of advertising and man- ag oa oan ba mo s egg 8 |joined the program department. 
1 a heart attack in his home here . . agement problems will occupy elationships between usiness | Rigen papas 
e y at y after rising this morning. National Tea Appoints members of the Association of Na-|@nd the public will be discussed.| Byrn-Smith Moves 
a Mr. Frederick, who was an account ational Ra Comes ape ae: tional Advertisers at their annual! a hyper ad to be covered are Burn-Smith Company, radio sta 
d “utive with MacManus, John & | Pointe chwimmer cott, Chi-| spring meeting at the Westchester | types of advertising materials fur-| ,; nti Say 1 , its 
: a was 49 years old. cago, to handle its advertising. r_ pore Club Rye, N. Y.. Ma a nished to schools by ANA members | New LOPESOTEEENIVS, DOS ERUWOR Us 
Ada : Gordon St. Claire is account execu- y ; riewpoints New York office to larger quarters 
@ Educated at the University of tive 15. and the viewpoints of an educator, in the Chrysler Building. 
h Indiana, Mr. Frederick served in , ee al | Several phases of advertising| "¢WSpaper reporter and legislator ere aRi rari mies 
; the aviation omg tong ae the war.|“Forum” Adds Beard | budgeting, the relationship. between | 0" business and advertising. Hesse Adds Pedlar 
After working or severa agencies sien Wasek deceetie - the advertising and sales depart-|_ ” r — on enaiiiien ‘Xs Bad 
; after the war, he joined the Green, district manatee a ee Corse ments and plans for merchandising Yinkey to Zimmer-Keller wa tin Tee Gen” uae gg Be 
Fulton, Cunningham Company,|tion, has joined the Chicago staff|C@™mpaigns will be taken up Mon-| Arden Yinkey has joined Zim- | the sales staff of Paul A. Hesse 
d Chicago, which handled the Nash|of Architectural Forum. day morning, while the afternoon |mer-Keller, Inc., Detroit. | Studios, New York. 
. t, in 1927. Upon the death | 
i y go Cunningham in 1930 
, <a _ 
‘ ~ Frederick formed the agency of eK 2 a etd ‘ 
. Frederick & Mitchell, which took | 5 
. over the Nash account. Five years | 
f later this agency dissolved on ap- | 
: pointment of the J. Walter Thomp- | 
” son Company by Nash. 
“ Mr. Frederick joined Ruthrauff & 
. Ryan, Chicago, later going to the 
‘ Detroit office, where he handled the 
Auto-Lite account. He left Ruth- 
rauff & Ryan last fall to write) 
‘ Pontiac copy for MacManus, John & 
: Adams. 


: | John H. Donahue. 
« | Kelly, Nason Copy 
: I Chief, Is Dead | 


z New York, May 7.—John H.| 
Donahue, copy chief of Kelly, 
Nason, died of a heart attack May 4 
at his home in Westfield, N. J. He 
- was 57 years old and had been with 
to the agency for six years. He had 
ut previously been associated for many 
re years with Frank Presbrey Com- 
m pany, serving as vice-president and 
n- general manager. 
q- Known as an authority on hotel 
er advertising, he worked on several 
be New Jersey newspapers ' before 
»” entering agency work. He was a 
ti- reporter on the Perth Amboy 
as Chronicle and the Elizabeth Times, 
by and city editor of the Elizabeth 
Journal. He also served as man- 
h- aging editor of Motorcycle Illus- 
at trated. 
al — 
n- FRANK E. FITCH 
n- St. — — 
id, iy agen tg pro pA aca ae Once again millions of spenders are headed toward 
e- as president of Fitch Advertising San Francisco's beautiful World's Fair on Treasure 
e- Company, Albany, N. Y., died here Island. 
- last week at the age of 83. Before om ; ; 
be forming his own company, Mr. Even under normal conditions, San Francisco is one 
“a ne Rae ge on New York oe of the richest markets of the nation, but an event such 
as York. a ee oe ee as this makes it definitely a PLUS market in ‘40. 
a RALPH § GILDART Northern California's greatest evening paper ...The 
an Ralph ‘. Giiect edveriiains Call-Bulletin ... offers advertisers a three-way domi- 
= manager, The General Fireproofing nance — evening circulation leadership, daily Display 
a Youngstown, O., died linage leadership, and a wealth of reader confidence 
" Te © CES Dey Seen. based on 85 years of public service in San Francisco. 
Vladimir Adds Rourke F 7 
C. G. Rourke, who has been with dan FANS CO- 
€arst newspapers for the past 13 
years, has joined the creative staff | 
of Irwin Vladimir & Co., New York. che DULLE LIN | 
a — | 
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LUMBIA’S 
STATION — 
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a a, lag i od - THIS. WEEK Index of Retail Activity in 
opy [Theme for for Loss-Leader | 

Yodora Deodorant Action by States | 80 Important Markets 
New York, May 9.—Tests under; Savannah, Ga., May 7.—A new | Based on total retail advertising volume in all — 


severe climatic conditions supply | appeal for an industry-wide cam- 
the theme for a new magazine cam-| paign to secure enactment by all 
paign just undertaken by McKesson | states of the model loss-leader bill 
& Robbins, Inc., for its Yodora de- | sponsored by the National Food and 
odorant cream, it was learned here | Grocery Conference Committee was 
today. |issued here today by Paul S. Willis, 

All insertions in a summer-long| president, Associated Grocery 
campaign in 24 magazines will be | Manufacturers of America, in an 
devoted to results of “torrid tests.” | address before the U. S. Wholesale 
In 90-line space, copy relates how| Grocers Association. 


Yodora proved its value despite | Although admitting that manu- 
high temperatures on shipboard in| facturers must assume some of the 
the Caribbean Sea, in Havana,| blame attached to price-cutting on 
Miami Beach, Palm Springs and | branded food products, Mr. Willis 


Death Valley, Cal. 

The schedule, which includes four 
groups, consists of Cosmopolitan, 
Fawcett Women’s Group, Holland’s, 
Ladies’ Home Journal, Life, Mac- 


appealed for a new approach to the 
perennial problem based on chang- 
ing distribution trends. He cited 
particularly the growing practice of 
super market emphasis on low 


fadden Women’s Group, Modern| prices throughout the week instead 
Magazines, Photoplay, Redbook,| of week-end specials. 


Screenland Unit and True Story. Fair trade legislation, he asserted, 

J. D. Tarcher & Co. is the agency. | cannot furnish a permanent solu- 

= | tion to price-cutting. The establish- 

|}ment of a floor price below which 

Adwomen Meet June 1-2 | the dealer cannot legally sell is the 

The fourth annual internationa] | most practical plan yet developed, 
advertising conference embracing | he added. 

the Buffalo League of Advertising Mr. Willis pointed to turnover as 

Women and the Toronto Advertis- the key to food merchandising suc- 

ing Women will be held in Buffalo He remarked that the “im- 


s cess. 
June 1-2, | , ; 
|pression prevails in the minds of 


|}many dealers that if they can make 
Gets Old Schenley 25 per cent on an item, regardless 
Schenley Distillers Corporation,|of the number of turnovers on it, 
New York, has appointed Brown & | they are making a profit.” 
Thomas, New York, to handle ad- | 
vertising of Old Schenley bottled- 
in-bond rye and bourbon whisky. 


Such reasoning may be fallacious, 
he said, citing a recent study cov- 
ering a grocer doing a weekly vol- 

. ume of $1,000. On items selling 
Bulger Joins Hatch every two weeks at 10 per cent 

Hal A. Bulger, Milwaukee, has | gross markup the dealer realized an 
joined Fred J. Hatch and Asso- | annual net profit of $1.10, while on 
ciates, Milwaukee, as a sales execu- | jtom: selling every eight weeks at 


tive. 
118 per cent markup he sustained a 


MAILING SERVICE 


Multigraphing - 


Appoints MacLellan 


Filling-in 


Addressing - Mimeographing | Norman MacLellan, for many 
vears with Batten, Barton, Dur- 

THE LETTER SHOP, Inc. lstine & Osborn, has joined Ingalls- 
140 So, Dearborn St, Wabash 8655) Miniter Company, Boston, as pro- 


CHICAGO duction manager. 


- ™ 


AN IMPORTANT 


. .. 19,667 more families move into 
the Newark News buying group. 


During the first quarter of 1940, the average 
net paid circulation of the Newark Evening 
News was 180,627 daily . . . a gain of 19,667 
copies daily over the first quarter of 1939. 


With no contest or premium circulation in its 
ABC reports, the Newark News is now, more 
than ever, the greatest counter-to-customer 
selling force in America's 10th retail market. 
It is the only complete daily source of com- 
munity news for this metropolitan-minded 
$679,000,000* cluster of customers. 


National advertisers and manufacturers seek- 
ing effective coverage of one of America's 
major markets cannot afford to overlook this 
consumer preference for the Newark News. 


yale Vanaue outs frectvn 
Ruvine noome tpril 10, 


1940 


NEWARK, NEW JERSEY 


O'MARA & ORMSBEE 
New York 


Inc., General Advertising Representatives 


Atlante Sen Francisco Los Angeles Detroit 


(Copyright, 1940, by. Advertising Publications, Inc.) 
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Lammers Made Sales Head 


Lezius-Hiles Company, Clevelan 
»rinter, has appointed R. A. Lar 


mers as sales managet 
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The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,’ 30 cents a line, minimum charge $1. Term: 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 
$4.75 per inch. 

POSITIONS WANTED HELP WANTED 
Experienced Commercial artist .. SALESMAN 
female) desires perm. position with | The man We have in mind may be em 
gel newspaper, studio, engraving | Ployed as advertising manager of a 
ymmpany or dept. store. small city newspaper, or as creative 
Box 3017, ADVERTISING AGE, Chgo, | &nd contact man with small adver- 
ey tising ageney. Unusual opportunity 

THE BOSS I WANT for man 30 to 40 who really has good 
eeds a brainy, capable young woman | Selling and advertising experience 
can advertising assistant and secre- Must be aggressive and hard worker 
in) ne who has a complete grasp Rapidly developing new department 
f the graphic arts, who knows cata- | (Of old-established printing organiza- 
og make-up and production, and is) Ulon Starting salary $50 per week 
ther best under pressure. He'll tind | Please don’t apply unless you think 
er at youre worth more Give details of 
sox 3016, ADVERTISING AGE, N. Y. | eXperience and enclose snapshot with 

first letter. 
P. O. Box No, 6717, Cleveland, © 


REPRESENTATIVE WANTED 


0 year old Dry Goods Trade Publica- 
tion Wants representative in Chicago 


rea (jive experience, references and 
present connection Address 
Box 3013, ADVERTISING AGE, Chgo. 


BUSINESS OPPORTUNITIES 


Partner wanted established New York 


yess clipping bureau handling na- 
t onal accounts, $750 required for 
expansion, Proposition assures per- 
nanent connection and steady income 
tox 3014, ADVERTISING AGE, N. Y 
HELP WANTED 
COPY WRITER 
Extensive Agency exp.—creative, well 
seasoned, $6500, 
SALES PKOM.—Under 35 yrs. Broad 


erchandising experience in mens 
vomen'’s and infants’ wearing apparel, 


MEDIA DEVT.—Ageney some kKnowl- 
edge hewspaper, maguzine and radio 
28-27 yrs. Actual experience not nec, 
FEMALE 
Positions open for Sect.-stenos, Dic- 


iphone oper. and typists with ageney 
nd publication experience. 
FRED MASTERSON 
Sinclair-Masters Personnel 


ry 
Hoom 1528, 120 8S, LaSalle St., Chicago 


ARE YOU TWO-FISTED? 
We want a man somewhere in his 
entice or early thirties who knows 
ow to (1) plan publicity angles, as 
well as write news stories; (2) write 


idvertising copy. Chicago agency. 
Our staff knows of this advertisement, 
Don't send samples, but send qualifi- 
itions and history. 

ox 301 ADVERTISING AGE, Chgo. 


B 


| experienced 


REPRESENTATIVES AVAILABLE 
PUBLISHER'S REPRESENTATIVE — 


advertising space sales- 
man, Wide acquaintance, N.Y.C. Office, 
wants Kastern representation of 
leading publication, commission basis 
Box 3012, ADVERTISING AGE, N. Y 


PHOTOGRAPHY 


1,000,000 stock pictures, all subjects, 
Over 1,200 correspondents execute 
phote assignments anywhere in [ s 

promptly, at low cost! 
Free-lance Photographers 
219 East 44th Street, 
MUrray Hill 2- 


field 
N.Y.C. 


ssi 


POST CARDS 


“PHOTO” POST CARDS 


Newest, most economical method of 
displaying any product. Samples and 
prices on request. Graphic Arts, 


Hamilton, Ohio. 


MISCELLANEOLS 


FOR SALE: Equipped display and Silk 
plant, ideal for subsidiary, location 
Buffalo, N. Y¥ \ 7 Auburn 


Boyson, 457 


Ave., Buffalo, N. \¥ 
Here's where Your Advertising S&83's 
get a Big Play! Laurel's Improved 


Process re produces 
eliminates 


ting 


direct from copy 
Cuts-Typeset- 
Illustrated 


Booklets Folders Broadsides well 
within your budget 
500 (Stex1ll”) copies $2.63 
Additional hundreds 22c 
Free Descriptive Manual In Metro 


politan N. Y. Request 
WAlker 5-0526. 
Laurel Process, 480 Canal St., VN. ¥. ©. 


Representative, 


Taft, Chevalier 
Challenge Critics 
of Advertising 


(Continued from Page 1) 
fore investing, and thus, in many 
cases, being able to detect any mis- 
representation. 

“The American people are intelli- 
gent enough not to require the serv- 
ces of a wet nurse,” said he. “The 


danger is that government control 


n this industry, as in so many 
others, will so tie down and slow 
ip the whole process of running the 


macht 


lachinery that the machinery will 
never run. 


Danger of Power 


lave seen a recent example 
n t ttempt of the Federal Com- 
nul tions Commission to stop the 
television sets because they 
ire t yet sufficiently perfected. 
vould have happened to the 
ndustry if some government 
ge had prohibited the adver- 


crystal sets and other early 
evelopments simply because 
imperfect 


j 
id j 


vere and would 


probably have to be superseded 
shortly by other instruments? What 
would have happened if some gov- 
ernment agency had refused to per- 
mit the advertising of the early 
automobiles? 

“We have found before that you 
can’t regulate one feature of an in- 
dustry without regulating it all. If 
the government gets power to tell 
every newspaper what it shall put 
in its advertising columns, it is 


,only a short step before it will be 


telling every newspaper what it 
shall put in its news and editorial 
columns. The resentment of the 
new dealers against advertising 
seems to be part of their general 
resentment against newspapers for 
the criticism which has been show- 
ered on so many experiments.” 
Senator Taft said that the gov- 
ernment itself is in advertising in a 


big way, using press releases, press | 


conferences, 
grams, 


pamphlets, 

motion pictures, 
posters and other media. 
some of this publicity 
much of it not, he asserted. A 
large proportion is of a_ contro- 
versial nature, designed to sell the 
government program to the public 
and defend it from critics 


Old Law Recalled 


All of this is being done in spite 
of the existence of a law passed in 
1913 in which Congress forbade the 
expenditure of public money for 
compensation of any “publicity ex- 
pert” unless specifically authorized 
for that purpose. The present ad- 
ministration circumvents the pur- 
pose of this law (U. S. Code, Title 
5, Section 54) by listing many per- 
sons actually engaged in publicity 
as editors, statisticians, informa- 


radio pro- 
exhibits, 

While 
justified, 


IS 


IS 


“SOHN A. CAIRNS 
—& COMPANY 


TEXTILE 
ADVERTISING BERG ieee 


945 EAST 17th ST. 


tion specialists, 
ers, intormation 
innocuous titles, 
charged. 

Between 1932 and 1938 franked 
mail increased from $9,151,899 to 
$35,690,807, almost 400 per cent. All 
of these facts, the Senator said, 
might suggest virgin territory in the 
efforts of the Federal Trade Com- 
mission to purify advertising. 

“The real function of advertis- 
ing,’ he concluded, “is to increase 
production, to put more men to 
work in private industry, and thus 
build up a consuming power and 
national income which will lead to 
a continuously happier people. 
There is no doubt in my mind that 
increase of production is the key to 
the whole situation, and that ad- 
vertising is one of the things which 
is essential. There are some others. 

Confidence Is Needed 

“We must encourage men to make 
plans with confidence that the gov- 
ernment will not regulate them to 
death, or take away in taxes all of 
the profits. There must be some 
incentive for a man to save, and 
lsome incentive to put those savings 
into permanent capital from which 
ithey may be reasonably certain of 
a long-term income. 
| “But advertising and salesman- 
lship are still the spark plugs. In 
| some the cost of advertising 
|may be too high, but the faults of 
ladvertising are insignificant com- 
pared to the tremendous good that 
lit can do. If we throw away the 
government spending fallacy and 
stimulate production by the use of 


information advis- 
clerks and other 
the speaker 


cases 


advertising and other methods, 
there is no reason why we should 
{not go on to a better national in- 


come, a higher standard of life than 
we have ever enjoyed, and to a 
condition in which every man who 
wants a job can get a job.” 

Col. Chevalier that adver- 
tising critics would remove 
|persuasion from copy would take 
jaway its most vital characteristic. 
It is vital because marginal incomes 
may be devoted to any one of many 
purchases and the manufacturers of 
such “optional” goods must 
some of this dollar if they are to 
isurvive. 
| A larger and larger proportion of 
lworkmen are engaged in the 
| duction of “luxury” 


said 
who 


pro- 
or 


| 


“optional” | 


| goods, he continued, and the public | 


| determines 
ducers. 


the fate of these pro- 
The higher the standard of 


National Farm 
Youth Foundation 
ls Established 


(Continued from Page 1) 
tributors. Twenty-nine will be 
given contracts for a year’s employ- 
ment at the factory in Dearborn at 
a salary of $150 a month each. The 
same number will be selected for 
one-year contracts with distributors 
at $125 a month. Every effort will 
be made to place an additional 725 
honor roll students within the in- 
dustry and in their own localities, 
where their training and experience 
will be of greatest value. 


Foothold in Industry 


The course prepared by La Salle 
Extension University will cover six 


months. Ordinarily it would sell at 
$136. The course embraces 12 main 
subjects, including “Profitable Mar- 
keting of Farm Products” and 
“Salesmanship and Personal Suc- 
cess” as well as ten more technical 
studies. Enrollment is free. 
Many factors point to the need 


|for such an educational project, Mr. 


obtain | 


] 
| 


| 


|living, the keener the competition, | 


and thus the greater need for ad- 
vertising and skilled salesmanship 
Turning to the “high cost of dis- 
tribution,” he said that this phrase 
meaningless unless it is linked 
with a specific product. The con- 
sumer is interested only in the ulti- 


1S 


mate price—not the breakdown of 
this price into component costs. As 
long as the big swing in prices is 
down, as it has long been in the 
United States, the consumer has 
profited. In the case of some op- 


tional goods, a relation of 1 per cent 
of the price for production and 99 
per cent for distribution would not 
out of line, provided the total 
price represents a continuation of 
the downward trend 


Field Opened 


the civilization,’ Col 
continued, “the 


be 


New 
“The higher 


Chevalier greate! 


the number of men engaged in 
services and the smaller the num- 
ber employed in production. This 


fact offers the scholar a valuable 
field for study and exploration. 

“As for persuasion, it is an essen- 
tial element in advertising in this 
higher civilization. We must sell 
these optional products on the basis 
jof the gratification they will bring 
and an appeal of that nature is tre- 
mendously emotional. You cannot 
|prescribe such an appeal without 
lattempting to lay a yardstick on 
human happiness. 

“If you've got a 
go out and sell it for all you're 
worth and you'll keep the wheels 
of industry turning. You sell the 
|public a new car and I'll sell it a 
trip to Europe or South America. 
And to achieve this end, we'll have 
to employ advertising, which not 
only works for volume, but for the 
laboring men and service men who 
make all of these enjoyments pos- 
sible.” 


better product, 


| 


Kyes said. 
“There 


are over 1,000,000 young 
people on farms who under pre- 
depression conditions would have 


migrated to cities,” he pointed out. 
“Moreover, there are 2,000,000 more 
males over 20 years of age on farms 
than there were in 1930. This has 
resulted in establishment of 1,000,- 
000 more farms as today than 
there were in 1930." 

He recalled that the philosophy 
of Henry Ford has always contem- 
plated a close union between agri- 
culture and = industry, with the 
former acting as a source of supply 
of materials required by the latter. 
This belief has been intensified by 
the Ferguson System, which, ac- 
cording to Mr. Kyes, will revolu- 
tionize agriculture by controlling 
oil metabolism 


ot 


Virtues of New System 
He 


said that soil 
body which reacts automatically 
when thrown out of equilibrium. 
Both horses and the ordinary trac- 
tor destroy the structure of the soil, 
he asserted. The Ferguson-Sher- 
man equipment, which is light and 
compact, avoids such disastrous 
results by clever utilization of 
torque. Fuel economy, complete 
elimination of the need for draft 
animals, and more scientific cultiva- 
tion of crops are other assets of the 
new system, Mr. Kyes said 

Of 30,000 Ford tractors with Fer- 
guson System placed with dealers, 
more than 75 per cent are in opera- 
tion, he added. With E. C. and 
George B. Sherman (the latter vice- 


IS a 


dynamic 


president of the company) thus a 
delinite factor in the farm imple- 
ment industry, they decided to 
extend a helping hand to farm 
youth. The plan comes under the 
heading of enlightened selfishness, 
Mr. Kyes suggested. It also meets 


the conviction of Henry Ford that 
America can reap a rich reward by 
starting now to train 
leaders. 


tomorrow's 


Value of Education 


Some of the farm youths to be 
trained by the Foundation undoubt- 
edly will find places in the com- 
pany’s dealer organization, Mr. 
Kyes said. Some will become fran- 
chise holders in their own right. 
Such graduates will not merely 
know agriculture as a general prop- 
}osition, but its local peculiarities 
and the men who practice it. 

Others will return to the farm 
field, eventually to become owners 
| of the soil they till. Their value as 
| farmers is not to be underestimated, 
said Mr. Kyes, asserting that 80 per 
cent of all graduates of agricultural 
schools never actually work at 
farming. Tractor operating con- 
, tests and other practical work will 
| play a part in the selection of honor 
students. 


Nassour Names Weinberg 


Nassour Bros., Inc., Ltd., maker 
of shampoos, soap and cosmetics, 
has appointed Milton Weinberg 


Advertising Company, Los Angeles, 
to direct its advertising. A cam- 
paign is in preparation and will be 
released at an early date, using 
newspapers, radio, magazines and 
business papers. 


Thompson Switches 


Howard Thompson, formerly ad- 
| vertising manager of Domestic En- 
gineering, Chicago, has resigned to 
join the F. W. Dodge Corporation 
as Western representative of Home 
Owners Catalog. 


Harker to World 


Tom Harker, formerly with Gen- 
eral Tire & Rubber Company, Cur- 
tis Publishing Company and Ed- 
ward Petry & Co., has joined the 
Eastern sales staff of World Broad- 
| casting System, New York. 


WKBB Joins NBC 


Station WKBB, Dubuque, Ia., has 
joined the National Broadcasting 
Company, bringing the total num- 
ber of affiliated stations to 187. 


| Restaurant to Weill 


New Rochelle House, New York, 
French restaurant, has appointed 
!Norman Weill, New York, to handle 
its account. 


Victor Nennes Dowd 


John C. Dowd Company, Boston 
agency, has been named to handle 
\the advertising of Victor Coffee 
Company, Boston 


Representative Moves 

Space and Time Service, pub- 
| lisher and radio station representa- 
tive, has moved to larger quarters 
at 10 E. 40th street, New York 


CongrstSeshions 


14°%, of the mothers receiving CON. 
GRATULATIONS write in to its 


Service Department. 
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First lesue of . 
‘Fashion’ to Hit 
Stands Sept. 1 


With a guaranteed circulation of 
150,000 for the first issue, page rate 
of Fashion will be $650 in black and 
white. It will sell for 15 cents. 
Archer A. King has been appointed 
Chicago representative, and Ned 


New York, May 8.—First issue of | Brydon-Jack has been named on 
Fashion, a monthly, will appear on| the West Coast. 


the stands Sept. 1, it was learned 
here today. George Delacorte, Jr., 
head of Dell Publishing Company, 
is publisher of the magazine, which 
it is said is being launched with 
<apital of $500,000. The new publi- 
cation is an entirely separate pub- 
lishing venture. 


According to Alexander Stewart, | Label 


who has been appointed advertising 
director, Fashion will be designed 
to appeal to women of all ages, with 
the idea that the “appeal of fashion 
is ageless.” 

The magazine will emphasize a 
trade service department, with close 
cooperation between the editorial 
staff, 
retailer. 
metropolitan areas throughout the 
country will be featured. 

Marion Taylor, formerly mer- 


| 
| 
| 
| 
| 
| 


the manufacturer and the/|in perfectly.” 
Styles of leading stores in | York, is the agency. 


| 


Plans Summer Campaign 
for Johnnie Walker 


The largest summer campaign in 
the company’s history will be 


Ginger 
Johnnie 


Ale, Inc., New York, for 

Walker Red and Black 
Scotch whisky. Copy in 
monthly and weekly magazines and 
in 91 newspapers in 80 cities will be 
supplemented by an extensive out- 
door campaign. 

A figure of Johnnie Walker will 
be featured with copy running, 
“There’s somebody missing in this 
picture of contentment and it’s easy 
to discover that Johnnie Walker fits 
J. M. Mathes, New 


‘Service Stores on Air 


Service Drug Stores, Chicago vol- 


chandise editor of Conde Nast Pub-/|untary chain, will make its debut 
lications, Inc., and first president of |on the air with six hours of sym- 


the Fashion Group, Inc., is general 
manager. Miss Taylor has also 
been associated with department 
stores and manufacturers as mer- 
chandise counsel. 


phony music weekly over Station 
WCEL, Chicago, for one year. The 
contract for sponsorship of the 
“Music Lovers’ Program” was 
placed by Goodkind, Joice & Mor- 
gan, Chicago agency. 


Case Histories of 


Newspaper Drives 
in New ANPA Book 


New York, May 9.—Case histories 
covering 62 newspaper campaigns 
in 16 classifications are contained in 
the 1940 edition of “The Blue 
Book,” released today by the Bu- 
jreau of Advertising, American 
|Newspaper Publishers Association. 
|The campaigns analyzed are both 


|launched this year by Canada Dry | national and regional and represent 


the efforts of 37 advertising agen- 
cies. 

Manufacturers, banks, utilities, 
transport lines and publications are 
represented in the book. Each re- 
port offers facts and figures on the 
problem faced by the advertiser, the 
solution and results achieved, based 
on data furnished by the agencies 
in charge. 

The 135-page 
|bound in hard covers 
graphed in two colors. A _ cross- 
reference index lists products, 
problems, agencies and clients. 


Roll to Allen & Reynolds 


Harold Roll, formerly account 
manager of Driver & Co., Omaha, 
has been appointed a vice-president 
and account executive of Allen & 
Reynolds, Inc., Omaha. 


book is plastic- 
and litho- 


100% More 
Advertisers 
in 1940! 


When a magazine shows a LOO% inerecase in the number of adver- 


tisers. there must be a reason! 


In the case of HOSPITAL MANAGEMENT there are many 


reasons —every one a live source of profit to you if you have a 


product or service applicable to the great hospital market. 


HOSPITAL MANAGEMENT is rendering exclusive and valu- 


able services to readers and advertisers unequaled by 


any 


other hospital publication. That is why the trend is definitely to 


HOSPITAL MANAGEMENT —the fastest growing publication in 


the hospital field. 


If you would like to know more about these exclusive services 
—these added values—write today for the whole story. You can 


take our word for it, it’s a story you can’t afford to miss! 


Hospital Management 


The only ABC-ABP publication in the field. 
330 W. 42nd St., NEW YORK 


100 E. OHIO ST., CHICAGO 


Review 


Western Union messenger boys 
skipped into agency offices the 
other day and handed out miniature 
engraved invitations which read: 

“Mr. and Mrs. NBC Blue Net- 
work request the honor of your 
presence at the marriage of their 
medium Radio to More Product 
Sales from Coast to Coast through- 
out the year.” 

Accompanying the invitation was 
an honest-to-goodness piece of wed- 
ding cake and a new NBC brochure 
which carried out still further the 
wedding analogy. The theme: 
“Something Old, Something New, 
Something Borrowed, Something 


Blue.” 
Delicately sculptured mannikins 
furnish the pictorial material 


throughout the presentation which 
is a rapid-fire exposition of the 
who, why, what, when, where of 
the NBC Blue network. 

uk uk ue 


A streamlined version of the 
“most magnificent squabble of all 
time” is being offered by Vogue in 
a new promotion piece that delves 
into the problem of quantity vs. 
quality circulation. The original 
query, “How many angels can dance 
on the point of a pin,” the magazine 
|points out, was answered by the 
|assertion that it all depends whether 
angels are material or immaterial 
and this reasoning is likewise ap- 
plied to the circulation issue. 

Those who “flaunt readership fig- 
ures” that include the number of 
people who see each copy of a 
magazine as well as those who in- 
sist on paid circulation as the meas- 
uring stick, are thinking in terms 
of quantity circulation, Vogue in- 
sists. There is an intangible ele- 
ment, “influence,” the magazine 
says, that must also be considered. 

In describing its fashion influence 
Vogue points out that stores men- 
tion the magazine in advertise- 
/ments averaging over 120,000,000 
circulation in a single month. 

* * * 


The Cincinnati Times-Star is tell- 
ing advertisers and agencies about 
|its centennial celebration, which 
/was signalled by a 100-bomb salute 
\fired from the Times-Star building. 
'A centennial edition, April 25, con- 
‘tained 15 extra feature sections, 
adding 254 pages to the regular 
|day’s issue, and weighing about five 
j}pounds. An old fashioned delivery 
wagon, driven by a man in top hat 
‘and velvet-collared cutaway, dis- 
|tributed free facsimile copies of the 
| paper’s first issue, known 100 years 
/ago as the Spirit of the Times. The 
250,000 run of the big centennial 
| edition, 100,000, incidentally, above 
‘normal circulation, was snapped up 
so quickly that the demand had to 
be met next day with an additional 
run of 50,000. 


‘WTRY in N. Y. Network 


WTRY, recently opened in Troy 
|by Colonel Harry C. Wilder, has 
| joined the N. Y. State network. 


Promotion”: Y. Milk Drive 


ee 


‘to Mathes for 5th 
Year, Opens June |] 


| Albany, May 8. — New Yor 
|State’s 1940-41 drink - more - mi}, 
advertising campaign, the contrac; 
to handle which has been awardeg 
to J. M. Mathes, Inc., for the figt, 
consecutive year, is scheduled tp 
break about June 1 although the 
|collection of the tax on producer; 
and dealers to finance the drive wij 
/not begin until July 1. For the 
first time the campaign in al! jt: 
aspects will be synchronized with 
the state’s fiscal year, running fo, 
12 months. 

No more money will be spent fo; 
the coming year than during the 
past year, $300,000 being app: oprj- 
ated in addition to $10,000 for the 
state tax department. Of the 5300. 
000, $260,000 will be available foy 
advertising and $40,000 is set aside 
for salaries and expenses of the 
State Milk Publicity Bureau headed 
by May C. Moss. 

All of the daily and weekly news. 
papers in the state, a small group 
of state-circulated magazines and 
radio will be used. Plans are be- 
ing made to use radio on a wider 
scale than formerly, this phase oj 
the campaign for several years hay- 
ing been limited to transcribed an- 
nouncements. Since inauguratior 
of the promotion in 1935, $1,750. 
000 has been spent on advertising 
and publicity. This year’s outlay 
will send the total past the $2.000,- 
000 mark. 


Hoeflich to Pollock; 
Adds Eight Accounts 


Edward C. Hoeflich, who has had 
his own advertising agency in Cam- 
den, N. J., for 15 years, has joined 
Julian G. Pollock Company, Phila- 
delphia, as account executive 

New accounts recently added to 
the Pollock list include Hastings & 
Co., Philadelphia, maker of gold 
leaf and allied products; W. H. 
Kemp Company, New York, maker 
of bronze and aluminum paint; Dia- 
mond Decorative Leaf Company, 
Staten Island, N. Y.; Acme Staple 
Company, Camden, N. J.; Norris- 
town Magnesia & Asbestos Com- 
pany, Norristown, Pa.; John Bridge 
Sons, Chester, Pa., maker of leather 
belting and belting products; Penn- 
sylvania Range Boiler Company, 
Philadelphia, and New Jersey Fence 
Company, Burlington, N. J. 


Northwestern Will 
Feature Bread Film 


“Loaf with Maca,” a ten-minute 
movie, will feature the exhibit of 
Northwestern Yeast Company, Chi- 
cago, at the New York Fair. The 
picture shows the ease of making 
bread and rolls with Maca, the new 
fast granular yeast. 

The film has also been made 
available in 16 mm. form for show- 
ings at cooking schools and other 
gatherings. 


“Standard” to Carroll 

Dan A. Carroll, New York, he 
| been appointed Eastern representa- 
tive of the Montreal Standaré 
Canadian weekly. 
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Snapped at a Detroit press party to introduce the new Graham-built Hollywood 
car are, left to right, R. E. Stone, vice-president in charge of manufacturing; 
August Johnson, executive vice-president, and E. R. Goble, president, Stack-Goble 
Advertising Agency, which handles the Graham-Paige account. 


PRETTY AS A PICTURE 


in Beavy 


st j in Sales 


May outdoor poster for Chevrolet, in which the car is presented as the blue 
ribbon winner in an art exhibit. 

month, through Campbell-Ewald Company, Chevrolet agency. 
perspective is made to heighten the illusion. 


Some 14,000 postings will be used during the 
Clever use of 


GRAHAM SHOWS NEW CAR TO THE PRESS 


CONVENT 


This compact counter merchandiser is 
being supplied to the trade by Johnson 
& Johnson as part of its introduction of 
spools of Red Cross adhesive tape con- 
taining a variety of widths. 


NEW YORKERS READY FOR AFA MEETING IN CHICAGO 


June 23-27. 


Members of On-to-Chicago Committee of Advertising Club of New York which met Tuesday to make plans for promoting 
attendance from the Advertising Club of New York to the convention of the Advertising Federation of America in Chi- 
cago, 
ager, New York Central; Henry Obermeyer, assistant vice-president in charge of advertising, Consolidated Edison Com- 


Seated, left to right: Dan A. Carroll, newspaper representative; P. V. D. Lockwood, advertising man- 


pany of New York, committee chairman; Frank Gonda, vice-president, Einson-Freeman Company; Gilbert T. Hodges, mem- 


ber of executive board, New York Sun, and Lee J. Eastman, 


tight: 


C. C. Green, 


president, Packard Motor Corporation. Standing, left to 
manager, Advertising Club of New York; Earle Pearson, manager, AFA; R. B. Alexander, Crowell- 


Collier Publishing Company: Stanley Knisely, executive vice-president, Associated Business Papers, and E. P. H. James, 


sales promotion manager, National Broadcasting Company. 


SEX REARS ITS VERY PRETTY HEAD AGAIN 


T . 
he Pan American Coffee Bureau will present this cooling scene in full-color 24-sheets during August. Arthur Kudner, Inc. 


is the agency. 
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UNITED STATES RUBBER COMPANY 


Friendliness and warmth are the principal sales aids to be used by United States 
Rubber Company in a campaign breaking in national magazines this week. 
Campbell-Ewald Company, New York, is the agency. 


WIN PENNSYLVANIA POSTER CONTEST 
— PRIZE WINNING AWARDS + 1940 
igie » sige 7TH) ANNUAL 


SVLVANLIA, PosTE2 ART CONTEST 


INDUSTRIAL CENTER 


Winners in the 1940 Pennsylvania poster art contest, sponsored by the Alpha 
Delta Sigma chapter at Franklin and Marshall College, in which posters advertising 
various features of the state are submitted. 


ADVERTISING MEN MAKE THEATRICALS CLICK 


Three branches of advertising are represented in this picture which shows mem- 

bers of the Hermit Club, Cleveland, rehearsing for the annual show this week. 

Left to right are G. Richard Hunter, Fuller & Smith & Ross (who writes at least 

as well as he acts—see Page 18); Virginia Irwin, member of the cast of “Down 

in Front’; Samuel C. Johns of Dramaturgy, Inc., sales promotion agency, and 
Rodney C. Sutton of Miskell & Sutton, Inc., publicity firm. 
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CARROLL BINOER 
Foreign Editor 


RICHARD MOWRER 
in Belgrade 


JOHN T. WHITAKER 
in Rome 
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ROBERT J. CASEY 
on Western Front 


mM. W. FODOR 
in Brussels 


HELEN KIRKPATRICK 
in London 


A. T. STEELE 
in Chungking 


FRANK SMOTHERS 
in Shanghai 


JOHN CRAIG 
Conductor of the 
“Digest of War 
News" column in 

Chicago 
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EDGAR ANSEL WALLACE R. DEUEL WILLIAM H. 
MOWRER in Berlin STONEMAN 
in Paris in London 
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LELAND STOWE 
in Scandinavia 


What reliable Foreign News 


has to do with 


your Advertising 


WHAT have the shells that 
whined through Europe’s air last night got to 
do with your business in Chicago? The bombs 
abroad don’t drop here. The casualty lists 
aren’t ours. Death and destruction are foreign 


. . . far away from American shores. 


But the reliability of the news that filters out 
of the war-torn lands has a very real effect 
upon your advertising in Chicago. With for- 
eign news of greater importance than ever in 
the past, the newspaper that reports with great- 
est accuracy and care . . . . the newspaper 
with a reputation for complete, conscientious 


coverage . . . is the newspaper for you! 


No newspaper . . . anywhere . . . has a more 
distinguished record for gathering and pub- 
lishing unbiased foreign dispatches than has 
The Chicago Daily News. Time and again this 
newspaper’s Foreign Service has scooped the 
world . . . turned in able and eloquent stories 


that shook governments and their people. 


Because of the distinction with which The 
Chicago Daily News has served . . . and is 
serving... its readers, it has become “‘Chicago’s 
HOME Newspaper” — accepted, read thor- 
oughly, believed. 


It is a medium extraordinary for advertisers. 


Readers think of a newspaper in its entirety— 
if they believe its news columns, they believe 
its advertising. In this newspaper, they can, 
because The Chicago Daily News takes as 
much care to maintain exceptionally high 
advertising standards as it does to maintain its 


news standards. 


The reliability of The Chicago Daily News for 
both news and buying information has resulted 
in a Home Coverage circulation that penetrates 
every section of the city and suburbs, and 
exactly parallels purchasing power. Well in 
excess of 1,000,000 persons among 450,000 


families are regular readers of this newspaper. 


Readers of your advertising? 


Among the newspapers subscribing to 
The Chicago Daily News Foreign Service are: 


The New York Post « The Philadelphia Bulletin « The Detroit 
News ss The Pittsburgh Press « The Des Moines Register- 
Tribune « The Buffalo Evening News « The Washington 
(D. C.) Star «= The Cleveland Press « The St. Louis Post- 
Dispatch s The Dayton Journal-Herald «»« The Manchester 
Union-Leader « The Boston Transcript »# The Los Angeles 
Times # The San Francisco Examiner « The Chattanooga 
Evening Tribune « The Baltimore Evening Sun «# Minneapolis 
Star-Journal « IN CANADA: The Toronto Star « The Win- 
nipeg Free Press « The Vancouver Daily Province « IN ENG- 
LAND: The London Daily Telegraph « SALES AGENT: The 
Register and Tribune Syndicate, Des Moines, lowa. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


with the most valuable circulation in the city 


DAILY NEWS PLAZA, 400 West Madison Street, Chicago 
NEW YORK OFFICE: 9 Rockefeller Plaza 

DETROIT OFFICE: 4-119 General Motors Building 

SAN FRANCISCO OFFICE: Hobart Building 


TEC 


ha 
_ = a fF = 
Fo. 5 ye mam 7° >) «fae ~~ 
ay a a 3 4 ‘e ~ = ' 
oe : fact ’ s 4 oF, || 
a. a 
. 4 
é 
Sal a 
av eee 
Se 
- ' 
_ Pe ute J 
| 
} pel a 
. ——— 
ee a 
'’ ' : 
co _ y 
: whe —— Ep se SS a 
: ms 
b re eS 
SA a 
| | 3 
i>} __ 
a 
“ tn all 
woul » + y 
ee LE 
Moh 
= 
pac —s sk ma reps > one Oy Sas a aghche a s PA, ee AS tt ie en, eae es ae i Se, 4 ? a be shes ee, ae ey see : 


